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1. Executive Summary 
 
The purpose of the Branding Project is to help the Isle of Man (IOM) enhance its unique identity and 
social cohesion, and generate continued strong economic growth.  
 
1.1 The Project is designed to promote the IOM in a consistent way, stressing our many political, 

cultural and economic advantages.  This should both increase revenue and strengthen our distinctive 
culture and identity as we communicate the truth to the world of what we have to offer. 

 
1.2 Our research showed overwhelming support among residents for promoting a clear identity and 

image for the IOM – 93% thought it was a good idea.  The research also indicated that 68% of our 
potential customers knew little or nothing about the Island. 

 
1.3 The IOM already has a brand – in the sense of a reputation here and externally.  If we do not 

manage it, and communicate the strength of our offer, others, such as journalists, will manage it for 
us, in ways we may not like. 

 
1.4 The IOM Branding Project has been ongoing since late 2003, managed by a cross-sector Steering 

Committee, none of whom are paid for their involvement.  In June 2004, Tynwald approved the 
investment of £500,000 to: 

• Develop an agreed Vision, with a set of Values and Practices to help us get there 

• Construct the strongest possible Brand Proposition and Supporting Messages  

• Tailor these to the specific needs of each business sector 

• Develop strategies and plans to implement the Brand Proposition 

• Carry out detailed research among existing and potential customers on awareness of and 
attitudes towards the IOM, plus future needs.  

 
1.5 The Project’s 9 deliverables have been achieved within this budget (Section 6). 
 

This complex project was carried out to a high professional standard, with input from an 
experienced country marketing consultancy (Acanchi), a highly rated market research company 
(HPI), a full-time Project Manager, plus a large amount of work by members of the Steering 
Committee and key figures in business and community groups. 

 
The resulting recommended brand proposition is ‘Freedom to Flourish’ which is summarised as 
follows: 

 
“The Isle of Man is a land of possibility where people and businesses can reach their full 
potential.  It has been self-governing for over 1,000 years, which has created a secure 
yet stimulating environment.  This gives people and businesses the freedom to flourish, 
providing the foundations for a dynamic economy and unrivalled quality of life.” 

 
This was refined to a shorter, more elegant positioning of the brand proposition: 

 
“The Isle of Man is a land of possibility where people and business will find the right 
environment in which to reach their full potential, whatever they feel that might be.” 

 
This proposition has been very well received by both residents on-IOM and target customer groups 
off-IOM.  HPI, the market research company stated it ranked among the top 5% of propositions 
among the hundreds they have tested.  This is very encouraging. 

 
A number of key strategies for implementing ‘Freedom to Flourish’ are outlined.  Each is supported 
by specific recommended actions.   
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1.6 The initial objective with this Project is to get better value from existing spending, and we are 

therefore not requesting extra funds from Tynwald in 2006/07.  Most of the strategies and plans are 
either low cost, or can be financed from existing sources.  A few would require extra funds, and 
plans for these will be developed for submission to Tynwald for 2007/08 and beyond. 

 
1.7 The Steering Committee requests the approval of Tynwald to the ‘Freedom to Flourish’ 

proposition, to the proposed strategies and plans involving no extra Tynwald funding, 
and to its launch on Tynwald Day. 
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2. Recommendations 
 
This report recommends that: 
 
2.1   Tynwald endorses the brand proposition ‘Freedom to Flourish’ and associated key 

supporting messages to assist IOM in its attempts to increase national identity, social 
cohesion and economic success. 

 
2.2   Tynwald supports the proposed launch plan, commencing with an on-Island launch on 

Tynwald Day. 
 
This includes more cohesive promotion of the IOM and our interests both on- and off-IOM. 

 
2.3   In 2006/07, marketing activities are funded through existing budgets. 
 

While significant funding will be necessary to promote the IOM internationally, it is not our need or 
desire to be recognised by individuals all over the world.  Instead, we need our specific target 
customer groups and their influencers, such as advisers and journalists, to be aware of our brand 
proposition.  This requires precision targeting of marketing expenditure, rather than expensive mass 
advertising campaigns in the general international press. 

 
Also, it must be recognised that there is significant marketing spend to promote the IOM underway 
already, both by the private sector and Government.  For example, Government has funded visits to 
the Gulf, USA and EU, while individual businesses are marketing their products and services around 
the world.   

 
This Project is not suggesting that all current marketing activity should cease and all resources be 
centrally directed.  Each business must promote itself and no Government can or should prevent 
that.  Instead, this Project wishes to empower all stakeholders with the best materials with which to 
market their organisation and the IOM to their target customers.  By using best practices and 
common messages it should ensure that, in terms of return on marketing spend, the whole is 
greater than the sum of the parts. 

 
In addition to the marketing budgets within Government bodies, Tynwald voted for the recent 
Budget, which included an additional £1m to the Marketing Initiatives Fund, which should be 
adequate in this financial year.  Such central management and co-ordination of spend should be 
encouraged and strengthened, while recognising we cannot control all private marketing activity. 
 
Additional resources required should be raised as new bids and treated as part of the normal 
Business Planning cycle, ultimately resulting in a Tynwald vote on the Budget.  If additional funds 
prove necessary in 2006/07, these should be brought before Tynwald in the usual manner. 
 

 
2.4   The private sector be requested to contribute to the cost of additional marketing on a 

like-for-like basis 
 

While much benefit can be gained from more effective and co-ordinated use of existing public and 
private marketing expenditure, some additional funds will be required for certain specific initiatives, 
such as the launch events in strategic sites around the globe to generate positive publicity.  
Government has increased marketing budgets – notably the further £1m in the Marketing Initiatives 
Fund – at the same time it has introduced 0% corporate tax and the £100,000 income tax cap.  It is  
therefore reasonable to request local businesses and entrepreneurs to contribute as they will benefit 
from additional business, ideally matching the additional £1m already provided by Government. 
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3. Purpose of the Branding Project 
 
The project is entitled ‘the Project to develop the Strategy for Marketing and Branding the Isle of Man’ or 
‘the Branding Project’ for short.  The word ‘branding’ (and words ‘marketing’ and ‘strategy’) often generate 
misperceptions.  These misconceptions include that this Project is concerned with producing a marketing 
slogan, or trying to treat the Isle of Man like a soft drink, or focusing too much on business needs and not 
the needs of the whole community.   
 
Instead, the Project team believe this Project is intended to help support the Isle of Man in its desire to 
retain its unique identity and social cohesion combined with its strong economic growth.  Once put in 
these terms, this Project has gained strong support from citizens, community groups and business sectors. 
 
 
3.1 What are the issues we are trying to address? 
 

To a casual external observer, the Isle of Man (IOM) has enjoyed a period of social stability and 
economic growth equalled by few jurisdictions in the world.  However, the IOM faces important 
issues in both areas. 
 
A. IOM society has changed significantly in the last 20 years.  Like any dynamic international 

economy we have been the subject of economic structural change and have benefited from 
the increasing mobility of labor.  Indeed our hotel, catering industry has come to rely on 
the influx of foreign nationals to sustain customer service standards in this sector. 

 
At the last census, the proportion of IOM-born residents had fallen to 49%. The IOM 
College has seen a dramatic growth in students of English for non-English speakers:  from 
nil in 2002 to 450 in 2005.  Government forecasts anticipate the population will continue to 
grow at the rate of 500 a year – but that masks that forecasts predict that will be the net of 
700 people out and 1,200 in. Despite these developments we have been fortunate to date, 
in that new residents have embraced the “Manx way of life”, have adopted our values and 
embraced our culture.  With such a significant level of net immigration, the branding 
exercise will act as a “glue” to help ensure that the uniqueness of the Island’s quality of life 
is maintained and strengthened.” 
   
In this environment, many residents, both indigenous and those who have made IOM their 
home, are concerned that IOM does not lose the unique identity of its people, heritage and 
culture.  Branding offers the opportunity to convey a self-image that re-assures all residents 
that we are a unique community, one that is proud of its history and secure in its roots 
while also an inclusive community looking to the future of our society and our economy 
with confidence.   
 
By developing a clearer sense of our identity, by sharing the facts and feelings that convey 
this, by imbuing this into our education system, arts, culture and promoting our 
environment and its importance etc. we can, hopefully, achieve this feeling of confidence 
and increase the sense of social inclusion and cohesion. 

 
B. Secondly, in relation to economic success, the IOM economy has, perhaps, changed even 

more in the last 20 years than our society.  We are in a position many jurisdictions would  
 

envy, with the economy growing at over 7% a year over that period (roughly 3 times the 
rate of the European Union), low unemployment (down from 12% in 1982 to c. 1.5% for 
last 6 years), low inflation (currently c. 3.3%), fiscal surpluses that mean we have over £1bn 
in reserves and forecasts that the economy could continue to grow at 5 to 6% a year over 
the next 10 years.   

 
Our good social cohesion to date has been, in material part, enabled by this economic 
success, with jobs available to all and strong tax receipts funding good public services.   
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However, many people do not appreciate how dramatically our economy and customer base 
is changing and the very real threats we face from competitors. 

 
During much of the last 20 years, the IOM secured much of its business through its 
connections with the UK.  For example, much of our economic growth related to savings 
banking and life & pensions products to UK middle income earners.  These were often sold 
via financial advisers based on our compelling tax advantages with little awareness or 
interest by the end-customer in the IOM.   

 
In recent years we have seen a major shift into segments where we are servicing a much 
more international and sophisticated set of corporate and high net worth customers.  
Examples of these new segments would include superyachts, private banking, the film 
industry and corporate and trust services.  These customers demand excellence and value 
brand quality.  Our research indicates that for many of these target customers they either 
have a limited and uninspiring view of the IOM, or worse, none at all.  In several key 
sectors, awareness of the IOM by target customers is just 10%.   

 
The related ‘Can-Do Economy’ work, which involved many of the IOM’s key business 
associations and Government bodies, emphasised the vital importance of taking our 
message to our customers around the world, in order to convince them that the IOM is a 
high quality jurisdiction that can meet their needs.  The Branding Project can play a vital 
role in this.  The relationship is illustrated below. 

 

Externally:   
what image do we 
project to the world 
to help trade, 
investment, tourism 
and other Manx 
interests? 

Internally:
what self-image do 

the people of the 
Isle of Man want?

 
3.2   What is Country Branding?  What can it achieve? 
 

A brand is ‘a promise that must be kept’.  Slick advertising is quickly exposed if the substance 
does not match the image. 

 
A country brand is the set of values and beliefs that lie at the heart of a nation.  It is the 
whole experience for residents and visitors.  For residents, this experience includes attending  
 
schools, participating in the life of the community, working and raising a family here.  For visitors, 
this experience includes the moment when someone first hears or reads about the IOM, to arriving 
here, meeting the people, visiting the sights, taking a taxi ride, browsing the shops, buying products 
or services and eating in the local restaurants.  
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As a result, the Isle of Man has a brand whether we like it or not.  The point about the 
Branding Project is to enable us to manage and protect it, so that it works for the advantage of all in 
our community politically, culturally, socially and economically.  

 
Country branding is a relatively new term, but a very old practice.  Since the inception of 
the nation-state, countries have attempted to build an identity that all citizens associate with and 
which helps the country protect its national interests in terms of social, trade, political and other 
relations.   

 
The USA and its investment in NASA is a good recent illustration.  The USA’s achievements in space 
have added to its self-belief and image abroad as a country that is forward-thinking and at the 
leading edge of technology.   

 
New Zealand has managed to shift its international image and self-confidence from a sleepy 
backwater selling basic goods (e.g. lamb and fruit) to a modern, dynamic, beautiful country with 
high-quality exports (e.g. world-renowned wines and film production) and strong tourism, despite its 
geographical remoteness.  This has not merely been advertising gloss; New Zealand has undertaken 
political, governmental and economic reforms to improve the substance of New Zealand. 

 
Given the challenges the IOM is facing and given the success of other jurisdictions in 
tackling the issues of national identity, social cohesion and economic growth through 
‘country branding’, it is the contention of this report that a strong, managed brand 
proposition for the IOM is crucial to our continued success. 

 
 
3.3   Objectives of the Branding Project 

A. To develop a clear, relevant and distinctive brand proposition for the IOM.  This will express 
the IOM’s values and advantages.  The brand proposition will be persuasive as well as being 
flexible enough to be consistently applied within the IOM as well as outside the IOM. 

B. To use this proposition for social and economic advantage; to motivate and unite the people 
of the IOM, and to enhance both the quality of life and economic performance of the IOM. 

C. To identify strategies necessary to improve the subs ance of the IOM, from arts and culture 
to education and training to customer focus and market access to infrastructure.  To be 
effective, the substance of the brand promise needs to be both delivered and continuously 
improved over time. 

t

D. To communicate this proposition strongly and imaginatively both internally to the IOM 
population responsible for living it and delivering it so that they feel ownership of it and 
externally to our target customers who will also benefit. 

E. To dramatically raise awareness of the existence, location and advantages of the Isle of Man 
among target customers in the outside world. 

F. As a result of the above, to have a nation that is confident of its own identity, a nation that 
works together to meet the needs of all in our society funded by a strong economy that is 
recognised internationally as a high-quality place to do business in the sectors we choose to 
pursue. 
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businesses and industry associations.  This culminated in a one-day workshop of 200 of the IOM’s 
leaders drawn from Tynwald, Government and business.  In turn, this has helped to engender closer 
public/private co-operation to sustain the IOM’s economic success around a number of clear actions.  
A key plank of this has been a more concerted marketing of IOM internationally.  The view 
expressed by the large majority of business leaders is that the Branding Project can and must play a 
vital role in taking this international marketing still further. 

 
4.3 Phase 3 is where the brand proposition and the proposed launch activities are firstly shared with 

the people of the IOM to gain their buy-in and active involvement.  Thereafter, the broad 
proposition is used to help inform the marketing activities directed towards the target customer 
groups of the IOM in order to win their goodwill and business.   

 
The proposed first key milestone is Tynwald Day as this is our national day and thus a good 
opportunity to discuss ways to support our national identity, social cohesion and economic success. 
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5. Summary of Phase 2 brand development activity 
 
The work conducted for the project can be broadly divided into six consecutive activities, which are shown 
below. 
 

 
 

STAGE OBJECTIVE

Research the character of the IOM 

 
5.1 Immersion 
 

With guidance from the Steering Committee, the brand consultants Acanchi conducted interviews 
and group research to determine the diversity of the Isle of Man character.  This involved 168 IOM 
residents and 26 off-Island individuals plus conferences with 350 people including Tynwald 
Members, senior Government officers and private sector executives.  Immersion culminated in a 270 
page presentation, which contained a wide range of insights into the Isle of Man and provided the 
foundation for the remainder of the Project. 

 
 
5.2 Proposition Development 
 

Dozens of brand propositions and supporting messages were generated by Acanchi from their 
‘Immersion’ work.  This was a very creative stage of the project, with the Steering Committee 
working closely with Acanchi and in wide consultation with the community, Government and 
business leaders to develop a wide range of brand propositions to test. 

 
 
5.3 Proposition Testing 
 

The best 8 propositions were selected for testing by HPI Research (a highly experienced UK-based 
market research company).  This work involved over 160 group discussions among IOM residents 
and individual interviews among existing and potential customers mainly in the UK.  Based on this, 
the 8 propositions were screened down to the 3 strongest.  These were further improved and tested 
in further group discussions and individual interviews.  2 of these 3 propositions produced a very 
favourable response.  As a result, the strongest elements of both were merged into the final brand 
proposition. 

 
 
5.4 Proposition Confirmation 
 

HPI conducted quantitative research among 300 IOM residents plus 200 existing customers and 200 
potential customers in the UK.  This research included the brand proposition, key supporting  
 

1. Immersion 

Develop wide range of brand 
propositions to test

2. Proposition Development

Identify the top brand proposition 
from the range of 8 best

3. Proposition Testing 

Confirm top brand proposition and 
survey customer attitudes

4. Proposition Confirmation

Create necessary supporting 
material

5. Proposition Refinement 

6. Implementation planning and 
reporting 

Plan the launch of the brand 
proposition and report to Tynwald 
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messages, customer attitudes and future customer needs.  Resident results were analysed by 
demographics (including Manx born compared to not Manx born).  Customer results were analysed 
by business sector (e.g. Financial Services separate from E-Business). 

 
The research confirmed the strength of the ‘Freedom to Flourish’ proposition among both residents 
and customers.  It also provided valuable insights into customer attitudes which will be made 
available to IOM businesses to help them target potential customers more effectively. 

 
HPI also included two additional surveys, a ‘Happiness’ survey (compatible with a recent survey of 
30 countries) and a ‘Culture and Heritage’ survey (questions provided by Steering Committee 
members Phil Gawne, Minister of DAFF and Stephen Harrison, MNH).  The happiness survey 
indicated that IOM residents are among the happiest in the world. 

 
HPI underlined the strength of the results when their Director, Alan Cooper stated that “This is 
within the top 5% of results among the hundreds that HPI have conducted.  We are 
extremely confident that the use of Freedom to Flourish will be highly successful as a 
brand.” 

 
A tracking study was embedded in the quantitative research for future use in developing and 
measuring the Isle of Man brand. 

 
 
5.5 Proposition Refinement 
 

The Project Team worked with over 30 selected representatives of key Government, community and 
business groups to confirm their support for the brand proposition plus to start to develop how it will 
be implemented to meet the needs of each particular group. 

  
Additionally, the Project Team developed a ‘Brand Book’, which is a guide intended to help all groups 
understand how to apply the brand proposition effectively.  

 
 
5.6 Implementation planning and reporting 
 

The focus of this stage of the work was on reporting the findings of the brand project through a 
presentation to Tynwald Members and submitting a report with recommendations.  The Steering 
Committee considered it to be important to plan for a launch of the brand proposition, if adopted, to 
ensure it gets off to the best possible start.  This launch plan is detailed in Section 9 and was 
developed by the Steering Committee and Acanchi. 

 
 
5.7 Project Budget Summary 
 

 Budgeted £ Actual Spent £ 
Acanchi Ltd 250,000.00 217,000.00 
HPI Research 200,000.00 158,000.00 
Project Management 40,000.00 39,200.00 
Miscellaneous 10,000.00 6,500.00 
Totals 500,000.00 420,700.00 
   
Use of remaining budget   
Brand Launch Plan* 79,300.00  
*of which allocated 30,200.00  
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6. Summary of Phase 2 brand development deliverables 
 
The desired deliverables of the Project were outlined in the report accepted by Tynwald in June 2004.  This 
section summarises the outputs of the Project in achieving these deliverables.  Appendix 7 is a 
comprehensive inventory of all relevant materials indexed against these 9 deliverables. 
 
 
6.1 A clear understanding of customer awareness, attitudes to the Island, their future 

customer needs, and how the Island can meet these most effectively.  This would cover 
UK and at least three priority overseas countries, and a wide range of business sectors. 

 
A. Research Reports:  The research provides a wealth of information from the Acanchi’s 

immersion work, the two qualitative rounds of research and the detailed quantitative 
research, which includes an online tool for Government, businesses and residents to access 
the data. The research has included several international components, which have provided 
some useful benchmarking tools. 

 
B. Sector Packs:  these 20-page packs provide a sector-specific summary of the brand 

proposition, key messages and market research.  There are packs for:  Residents (arts, 
culture, sports, education etc.); E-business; Financial Services; Manufacturing, Shipping and 
Film; IOM Products; Tourism. 

 
 
6.2 Identification of the Key Success Factors affecting the Island’s future. 
 

As a result of the extensive research and consultation, the Key Success Factors have been identified 
and summarised in Section 8. 

 
Additionally, the Key Success Factors for the economy were identified by the related Economy 2014 
Project and summarised in its report ‘Creating the Can Do Economy’ (Feb 2005), which received 
widespread support in the business community and much of which has been adopted as 
Government policy, building as it is does upon the principles set out in the Economic Strategy 
approved by Tynwald. 

 
 
6.3 An agreed Vision (or picture of how we want the Island to be and to be seen) for 2014, 

following rigorous testing of alternatives, and a set of values and practices to help us 
get there. 

 
 The Vision is encapsulated into the 55-word brand proposition description in Section 7.1. 

The draft Values and Practices to help embed these Values are also set out in Section 8.  These will 
require wide consultation before adoption. 

 
 
6.4 A clear, consistent and relevant proposition for the Island, which will attract target 

customers, and motivate/unite Manx residents.  This proposition will be fully tested vs. 
alternatives, among both IOM residents, and potential external customers. 

 
 This was achieved – see the brand proposition in Section 7.1. 
 
 
6.5 Greater teamwork, trust, and co-operation across sectors in IOM, both public and 

private. 
 

The Branding Project and the related Economy 2014 Project have been instrumental in achieving 
more effective co-operation and mutual understanding between the public and private sectors as 
well as within the private sector.  This co-operative approach is evident in joint initiatives ranging  
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from the co-development of the new Companies Bill to the close co-ordination of IOM’s E-Gaming 
efforts which have helped to attract over 120 high-value jobs in less than 2 years.  Appendix 6 
provides a summary of the key joint actions taken in the last year or so which have significantly 
helped our economy.   

 
In terms of our community, the people of the IOM have always been keen to participate in all facets 
of life.  Our recent successes at the Commonwealth Games are a testament to that.  Another good 
example is the recent business guide to the Manx language produced jointly by Manx Heritage 
Foundation and a number of the IOM’s leading businesses, encouraging greater use of our language 
in a modern, business-friendly manner.  Key recent steps include the reform of the IOM educational 
curriculum to place greater emphasis on the responsibilities and benefits of being a member of our 
community;  our history and heritage;  and encouragement of entrepreneurialism in all its forms 
with expansion of Young Enterprise programmes from involving 200 children in 2004 to over 2,000 
in 2006.  Looking forward, the Commonwealth Youth Games provides the ideal springboard to unite 
our nation and showcase what the IOM has to offer to the world. 

 
 
6.6 Outline strategies and priorities for delivering the substance of the proposition, and for 

continually improving it. 
 
 Relevant deliverables include: 

• Strategies and Plans for delivering the Brand Proposition (Section 9) 

• Recommendations by Acanchi for the brand (Appendix 5). 
 
 
6.7 Consistently applied brand visual identity, style guide, and brand video. 
 

This is summarised in the brand book (Appendix 1) plus the Tynwald brand presentation and 
accompanying video.  (Please note that the Steering Committee is recommending a more impactful 
brand movie is also developed in time for Tynwald Day.) 

 
 
6.8 Dissemination of plans through Seminars and Workshops. 
 

In the development of the brand proposition, the Project Team have run over 20 workshops 
involving over 200 people.  Such widespread consultation was vital to give the results credibility. 
Since the brand proposition was developed, the Project Team have run over 10 workshops to ensure 
the proposition secured widespread support and was practicable.   
In order to retain confidentiality of results prior to the presentation to Tynwald, the Project Team 
has limited the number of people consulted to the minimum needed to ensure adequate testing of 
the final proposition. 

 
 
6.9 Proposals for raising productivity of 2005-2009 marketing spend across public and 

private sector. 
 

The Steering Committee is confident that, by adopting the proposed brand proposition, co-ordinating 
marketing efforts and sharing best practices, the current budgeted marketing spend will deliver 
more value.  This will require greater co-ordination than has been the case in the past, but the 
return should be worth many times the incremental cost. 
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7. Explanation of the chosen brand proposition:  ‘Freedom to Flourish’ 
 
7.1   Brand Proposition description 
 

As explained above, various brand propositions were tested, until it became clear that ‘Freedom to 
Flourish’ generated the strongest support from both residents and customers.   

 
“The Isle of Man is a land of possibility where people and businesses can reach their full 
potential.  It has been self-governing for over 1,000 years, which has created a secure 
yet stimulating environment.  This gives people and businesses the freedom to flourish, 
providing the foundations for a dynamic economy and unrivalled quality of life.”  

 
This was refined to a shorter, more elegant positioning of the brand proposition: 

 
“The Isle of Man is a land of possibility where people and business will find the right 
environment in which to reach their full potential, whatever they feel that might be.” 

 
 
7.2   Key messages to support the Brand Proposition 
 

Additionally, market research was conducted on a range of key messages (i.e. simple, factual 
statements about the IOM) in order to determine which best influenced residents and customers to 
believe the validity of the concept ‘Freedom to Flourish’.   

 
The 10 most effective messages are: 

1. Effective public/private sector co-operation has led to a first rate business environment with 
world class telecom and broadband, business support systems, grants and zero rate corporate 
tax. 

2. The Isle of Man financial services industry, started from scratch around 30 years ago, has won 
the major awards year after year. For example, it’s been “Best International Financial Services 
Centre” in each of the past 5 years. The Isle of Man also consistently retains the top grade 
Standard and Poors AAA credit rating. 

3. The Isle of Man has a successful and diverse economy – 90% of supported new business start-
ups succeed and its economy is growing at three times the rate in Europe. 

4. The Isle of Man’s education system is first rate. Its results consistently outperform the UK, 
building the necessary skills for C21st success, and over 75% of pupils achieve an IT 
qualification. 

5. The Government, of this independent nation, is agile and responsive, able to meet the needs 
of both business and local communities by creating effective new legislation, cutting red tape 
and reducing bureaucracy.  

6. Centrally located within the British Isles, the Isle of Man is secure and relaxing yet dynamic 
and successful. That’s why it achieved the highest rating ever polled by MORI, as a place to 
live. 

7. Quality of life on the Isle of Man is high – with little commuting, low personal taxes, very low 
crime and a lively arts and cultural scene. 

8. The Isle of Man is a land of outstanding natural beauty. The dramatic scenery spanning 
majestic mountains and enchanting glens, invigorates the senses and provides an inspirational 
space to think and breathe. 
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9. The Isle of Man has a heritage of originality spanning centuries. That is why there is not only a 

vibrant arts scene but also successful new sectors such as shipping, movie-making, aerospace 
services and e-business. 

 
10. Our communities regularly work together to ensure we give of our best, be it in charity 

fundraising and volunteer programmes; performing in, creating and staging award winning 
concerts and productions; or participating in, organising, excelling at and winning world class 
sporting events. 

 
Many messages were tested, the first 9 consistently had the best positive impact, both with 
residents and target customers.  The tenth is an addition following consultation with stakeholders. 

 
 
7.3   Summary of Market Research Results  
 

Overall, the results from our extensive market research, both quantitative and qualitative, plus on 
and off the IOM, are extremely positive.  We have strong support for the brand proposition and key 
messages.  In addition, research has shown the IOM has amongst the highest quality of life in the 
world.  This is something for residents to be proud of and is attractive to inward investment.   

 
See Appendix 3 for more details of the market research findings. 

 
7.3.1 Results of research on the brand proposition and key supporting messages 

A.  The brand proposition, supported by the 10 key messages, had exceptionally 
strong appeal to both customers and residents, with over 80% saying it was 
appealing.  Among IOM residents, 83% considered it personally appealing, and 97% felt it 
would appeal to people not living or working on the IOM.  Among customers, 84% found it 
personally appealing, and 88% thought it would appeal to their organisations.  

These are exceptional results.  Our research company, HPI, developed ‘rules’ to evaluate 
success for brand propositions.  These are based on analysis of hundreds of campaigns 
covering a wide range of business sectors, countries, regions and cities.  Based on these, 
HPI has concluded that any brand proposition that is appealing to 50% of customers or 
more is likely to succeed in the market place if well supported.  

B.  The IOM brand proposition is believable to both residents and customers.  73% of 
residents and 80% of customers said it was credible.  

C.  86% of customers said the IOM brand proposition was distinctive.  This is an 
impressive score, since many brand propositions are viewed by customers as bland or ‘Me 
Too’. 52% stated that nowhere else could make this statement either at all or as 
convincingly.  

D.  Ranking of importance of key messages differed between residents and 
customers, and, to a lesser extent, among Customer Sectors.  Quality of Life, 
Natural Beauty, and Education were the 3 most important supporting messages for 
residents.  Public/private sector cooperation, a successful financial services industry, plus a 
successful and diverse economy, were most important to customers.   

There were also variations by customer sector, as expected, confirming the need to select 
the right messages in support of the brand proposition.  The relatively weak ranking of 
‘Heritage of Originality’ was a surprise.  We do not fully understand the reasons for this, and 
continue to believe that a culture of innovation is important to the IOM’s future.  

E.  As a result, HPI says the appeal levels of the IOM brand proposition ranks in the 
top 5%, among the hundreds of brand propositions they have tested.  
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7.3.2 Awareness of Isle of Man among potential customers  

A.  Most potential customers claim to know of the existence and location of the Isle 
of Man, but there are differences by Sector.  79% of potential customers claimed to 
know where the Island was.  

B.  However, the level of knowledge of the IOM among potential customers (outside 
Financial Services and one or two niches such as Shipping), is shockingly low.  
68% of potential customers know little or nothing about the Island. The IOM was better 
known within Financial Services, but 84% of potential customers in other Sectors knew little 
or nothing about the Island. 

Building customer awareness is the first step in branding.  If potential customers know little 
or nothing about the IOM, how can we expect them to want to do business here?  

Knowledge of the IOM is especially weak among journalists and opinion formers, which may 
explain why the IOM often gets unfavourable and inaccurate media coverage.  

 
 

7.3.3 Customer attitudes to IOM 
  

A.  Almost all existing IOM customers are satisfied, and they rank the IOM very 
favourably versus other jurisdictions in which their companies operate.  96% of 
existing IOM customers were satisfied, with strength of satisfaction highest in E-business, 
lowest in Tourism and Manufacturing.  88% ranked the IOM favourably vs. other 
jurisdictions. 

 
B.  Most potential customers had a neutral view of the IOM, consistent with their 

low level of knowledge of the IOM outside Financial Services.  For most potential 
customers, the IOM is a blank sheet of paper, with no strong reasons for or against doing 
business here.  65% of potential customers are open to doing business with the IOM, but 
the majority have never even considered the possibility, especially in manufacturing and E-
business. 

 
C.  Perceived advantages of the IOM as a business location differ greatly between 

potential and existing customers.  Potential customers, with limited knowledge, see the 
tax regime as the Island’s primary advantage, followed by the Regulatory/Government 
environment.  Existing customers, with more extensive experience, continue to value the 
Regulatory/Government environment, but rank easy local communication as the most 
important advantage.  

 
D.  Accessibility, poor links to other places, and expensive cost of living/travel are 

the biggest disadvantages of the IOM for both existing and potential customers.  
Transport costs and poor linkages are the biggest disadvantage for existing customers (and 
indeed for all IOM residents), and the most important barrier for potential customers.  This 
is consistent with other surveys and lends weight to Government’s recent moves to reduce 
air passenger duties for airlines and to provide financial assistance to the Steam Packet. 

 
E.  Outside banking and insurance, the main reasons why people chose to operate 

businesses on the IOM were that they or their business’ decision makers already 
lived on the Island.  Reasons for choice of the IOM as a business location differed 
markedly between banking and insurance and all other sectors.  

 
For banking and insurance, which tend to be larger companies employing over 50 people, 
reasons like ‘ability to legislate independently’, and ‘favourable corporate/personal tax’, were 
the main reasons for choosing to operate on IOM.  For other sectors, these factors were 
secondary to the fact that individuals key to their businesses already lived on the Island.  
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The economic benefit of business start-ups by people living on the IOM is relevant to level 
of resource allocated to attracting new residents (hence the £100,000 income tax cap).  It 
may also influence Tourism targeting, since, based on the Qualitative Research, new 
residents with business here, often had their first experience of the IOM on holidays, or 
visiting friends and relatives.  

 
 

7.3.4 IOM competitive situation 
  

A.  All IOM customers see the Channel Islands as the main competitors for their 
organisations, now and even more so in future.  

 
B.  Many existing IOM businesses have close links with UK, Hong Kong, USA and 

South Africa.  38% of existing (non Tourist) customers operate only on the IOM.  The 
remaining 62% operate in or do business with an average of 3 other countries.  

 
 

7.3.5 Outlook for the future  
 

A.  For Financial Services, increased regulation/legislation from UK/EU was seen as 
by far the biggest future challenge.  38% of FS companies saw this as the Number 1 
challenge, followed by greater competition (21%), availability of personnel (13%) and 
European/Global interference (10%).  

 
B.  For other sectors, the primary challenges were thought to be increased 

competition and controlling costs.  Increased competition and cost levels were the first 
and second concerns for Tourism, Manufacturing and E-business.  E-Business also viewed 
the use of new technology as critical.  

 
 

7.3.6 IOM is number 1 for quality of life  
 

A.  In a study of 31 countries re Quality of Life, the IOM ranked top, well ahead of 
Australia and USA.  At our suggestion, HPI tagged onto a recent Quality of Life study, by 
asking IOM residents the same questions.  One key question was “How happy would you 
say you are with the overall quality of your life?” 58% of IOM residents said “Very Happy”, 
and this is well ahead of any other country. 

 
B.  The IOM is also ‘happier’ than any Region in Britain.  Overall, UK was sixth at 32% 

“Very Happy” with the South West of England performing best (52%).  London (23%) and 
South East (28%) do poorly, but Wales (17%) is bottom of the table.  

 
This is strong ammunition to confound any sceptics who think the Island is ‘a 
small wet rock up North’.  

 
 

IOM residents’ attitudes to promoting a clear identity and image for IOM  
 

The quantitative research shows huge support for this among residents.  93% thought it 
was a good idea, and 68% considered it an extremely or very good idea.   

 
Residents thought the most important way to enhance the IOM’s future prospects was 
to improve cost and quality of travel links with UK.  
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7.4   Response of Key Stakeholders 
 

It is vital that the chosen brand proposition is desirable to both residents and customer groups. The 
market research proves this is the case.  However, it must also be seen as desirable by key IOM 
stakeholder groups if it is to achieve widespread support and acceptance.  To that end, the Project 
Team conducted a series of workshops with prominent individuals from a range of stakeholder 
groups representing many facets of Manx life.   

 
The brand proposition received widespread support from both community and business 
stakeholders.  Appendix 4 includes comments from specific individuals to illustrate this support.  
Typical comments included: 

• this brand proposition complements existing marketing messages 

• it will help ensure messages across different groups are more consistent 

• it will help re-invigorate and re-focus some marketing efforts 

• this is not about a highly-centralised and controlled marketing programme;  it is about 
empowering all elements of our community and co-ordination to help them work together. 
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8. Values and Practices underpinning IOM Brand Proposition 

The Steering Committee undertook work to identify the key values for the IOM and its people.  This is clearly 
an important task that requires much discussion, although the research results provide much guidance.  To 
ultimately arrive at a set of values that achieves a broad consensus within our community will require 
significantly more consultation than has been possible to date, as that consultation must be a wide and 
public one where everyone is aware of the ‘Freedom to Flourish’ proposition, which is not possible until 
Tynwald endorses the brand proposition.  That stated, the following 2 pages set out a draft set of Values to 
stimulate the debate. 

We have defined ‘Vision’ as ‘a picture of what IOM people want the IOM to look like in future’, and ‘Values’ 
as ‘the belief and behaviours which will guide them in reaching the Vision’.  ‘Practices’ are the actions we 
take every day that embody the Values’. 

The Brand Proposition is a means for communicating the Vision, Values and Practices, and putting them into 
practice.   

This section is the outcome of research results and extensive individual discussion involving 7 Steering 
Committee members, and the Project Manager, plus input from Acanchi.  

The process we have followed below is, in the Steering Committee’s view, ‘best practice’, based on 
interviews with leaders of 125 major organisations in UK and USA on ‘Making Vision and Values Work’, 
conducted by a Steering Committee member in 2000.  Organisations interviewed were in business (e.g. John 
Lewis, Johnson & Johnson), education (e.g. University of California, St Paul’s School), health (e.g. Mayo 
Clinic), law and order (e.g. New York Police Dept, UK Prisons Inspectorate), the arts (e.g. Boston Symphony 
Orchestra), and non-profit organisations (e.g. Greenpeace, UNICEF). 

Based on this, we envisage a 7-step process for completion in September 2006.  Steps 1 to 5 are expanded 
in the rest of this section: 

A. Agree future Vision for IOM (shortened version of agreed Brand Proposition). 

B. Summarise things that will make the difference between success and failure in reaching that vision 
(Key Success Factors). 

C. Determine what present IOM values are (based on recent research). 

D. Review the good and bad things about each value. 

E. Table a Draft set of future values and practices 

F. Ensure wide discussion of (5) through press, radio, meetings, seminars in July/September, and 
undertake further research (to be privately financed). 

G. Finalise Values and Practices in September, and recommend implementation initiatives through 
Citizenship, job specs/appraisals in public sector (evaluate performance on basis of job skills and 
Manx values), education, and policy. 

Each of these steps is described in the next sections.
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8.1 Future vision for IOM 
 

This is a shortened version of the Brand Proposition: 
 

A safe and independent land of possibility, with opportunity for all, where people have 
the freedom to flourish’.   We do not yet have a tag-line, but the suggestion is: 

 
“The Isle of Man gives you the freedom to flourish” 

 
The Steering Committee would like to suggest a supporting visual symbol such as the Manx 
Shearwater, linked to the tagline, and complementary to the IOM’s main visual symbol – the 3 Legs 
of Mann. This bird nests on the Calf of Man and is the only well-known bird with a Manx prefix; 
migrates across oceans; is maritime and typifies Manx values of resilience and independent spirit; 
and is visually elegant both in still pictures and in motion.  It links to ‘the Freedom Bird’, with 
connotations of ‘free as a bird’. 

 
 
8.2 Key factors affecting IOM’s success in reaching this vision 
 

There are many, but there are 8 that the Steering Committee wish to highlight in this report: 

• Strengthen national identity and pride, building on our distinctive culture, heritage, and 
language 

• Develop an education system that is comparable with the best in the world, and covers 
lifetime learning 

• Significantly upgrade work force skills, to achieve excellence, especially in IT, marketing, 
innovation and customer service 

• Ensure opportunities for all to flourish, and build social cohesion 

• Enhance teamwork between public and private sectors, across companies, departments and 
interest areas 

• Radically increase awareness of the IOM’s existence and advantages among potential 
customers 

• Pragmatically, craft agile and imaginative legislation, and negotiate skilfully with other 
countries and international organisations 

• Continually improve quality, range, and cost of external transport links. 
 

 
8.3 Current IOM values 

This sub-section is based on over 600 resident questionnaires, with questions on how Manx people 
viewed themselves, in 2004; 12 group discussions plus 300 interviews conducted by HPI in 2005, 
including a Culture and Heritage survey which explored the meaning of ‘Manxness’; and discussions 
with Steering Committee members and Acanchi. 

There was a high degree of unanimity around 4 ‘core’ Values, namely: 

• Independent thinking  

• Resilience 

• Resourcefulness 

• Community loyalty (helping others to flourish)  
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INDEPENDENCE RESILIENCE

COMMUNITY

RESOURCEFULNESS

8.4 Highlight good elements in each value, and ones to improve on 
 
 
 

 
This sub-section and those following benefit from the Branding Research, but are inevitably 
subjective, and require much wider debate.  They provide a starting point for future discussion.  In 
translating the Values into Future Practices (see 4 below), it is ideal to build on the good points and 
to discourage the weak ones. 

 
 Values Good elements Bad elements and  

desired improvements 
Independent 
thinking 

Self-reliance; independence; 
openness – saying what you 
think; appreciation of 
individuality;  everyone’s view 
is valuable; one person can 
make a difference here; 
pragmatism 

Independent spirit can 
become cussedness.  Can 
be too insular, overly 
cynical.  Need to be more 
confident, self critical. 

Resilience Flexibility; ability to ‘stay the 
course’ 

Can be backwards-looking, 
too wedded to past. 

Resourcefulness Practical ingenuity, i.e. an 
ability to not just generate 
good ideas but also to bring 
them to fruition quickly 

‘not invented here’ 
attitude means we do not 
benefit from good 
practices elsewhere.  
Adept at fighting the 
system 

C
or

e 
V

al
ue

s 

Community 
Loyalty  
 

Helping others to flourish and 
a willingness to work together, 
e.g. ‘IOM plc’.  High 
participation in community, 
e.g. sports, high level of giving 
to good causes. 
We readily help other Manx 
individuals and businesses as 
there is a natural awareness 
that ‘what is good for Man is 
good for me’.  Friendly 
attitudes, tolerance, good 
work/life balance. 

Blame culture.  Need 
greater celebration of 
others’ achievements 
(opposite of ‘Manx crab’).  
Complacency, ‘Manx crab’, 
poor customer service 
(sometimes confuse 
service with servility). 
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8.5 Values and Practices 
 

‘Practices’ describe what Values look like in action.   

Independent thinking 

• We will develop our distinctive culture and heritage, and encourage greater use of the Manx 
language. 

• We value our independence as a country, and aim to enhance it. 

• We believe in self-reliance, for those with the opportunity to exercise it. 

• We will carve our own path, pragmatically, with agile and imaginative legislation, and skilful 
negotiation with other countries and organisations. 

• We value people as individuals, and celebrate their differences. 

• We have a great heritage of creativity and innovation, and will ensure this continues. 

• We expect to be free to express our opinions even when unpopular, and to listen respectfully 
to those with whom we disagree. 

 

Resilience 

• We will be courageous in bad times, and avoid complacency in good times. 

• We will be resourceful in adapting to change and developing new opportunities. 

• The Three Legs of Mann symbolises our resilience 

• We will show resilience in continually improving quality, range and cost of external transport 
links. 

• We will protect our environment and natural beauty, and take steps to combat climate 
change. 

• We will benchmark ourselves among the top 5 jurisdictions in our quality of life, public 
services and in our chosen business sectors. 

• We will constantly listen to our customer – be that our citizens or business customers – to 
ensure we continue to meet their needs. 

 

Resourcefulness 

• We will be receptive to good ideas from others, be they in other jurisdictions, sectors or 
disciplines. 

• We will take the best ideas from others and make them work in an IOM context, i.e. we will 
not blindly accept ‘received wisdom’ from elsewhere. 

• We will be fast and flexible in delivering practical solutions as we know there is value in 
speed. 

• We will work together across a wide range of interest groups naturally.  Silo thinking will not 
be tolerated.  
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• We will create a very safe environment so that people and businesses can take risks and have 

the freedom to flourish. 

• We will encourage co-operation between public and private sector, among IOM companies, 
and across functions within organisations; and share the benefits of our success with others.  

• We will recognise and reward not only success today, but also the bravery to change a 
successful formula and make it better. 

• We will not tolerate complacency nor unthinking defensiveness of the status quo. 

 

Community loyalty 

• We will encourage co-operation between public and private sector, among IOM companies, 
and across functions within organisations; and share the benefits of our success with others. 

• We will buy Manx products and services wherever possible, and help build community spirit. 

• We will do our best to promote the IOM and its values to the world outside, whatever our 
internal differences, and work hard to communicate its advantages to others. 

• We want to give everyone the opportunity to share in the Island’s successes. 

• We will take pride in, and celebrate the successes of others as they are successes of IOM. 

• We will invest heavily in education, skill building and facilities for future generations. 

• We will treat others like members of our family, and help them to flourish. 

• We will encourage diversity, and respect differences in race, religion, gender, or sexual 
orientation, giving equal opportunities to all. 

• We will recognise as Manx anyone who lives here, wants to stay and shares our values. 

• We will find ways to translate our natural friendliness into excellent service, for customers on 
and off Island. 

 
 
8.6 and 8.7  Wide discussion and implementation 
 

This is planned to occur in May/September 2006, and beyond. Wide discussion and debate with the 
general public is essential in framing the right values and practices, and gaining acceptance for 
them. 
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9. Strategies and Plans for delivering the Brand Proposition 
 
The plan overleaf illustrates the proposed ‘core’ programme to launch the brand proposition in the first year.  
In all probability, this will be supplemented with many other events and initiatives led by many of IOM’s 
business and community groups which are stimulated by this ‘core’ programme. 
 
The elements of this programme are then described in the remainder of this section. 
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Tynwald 
Day & 
Week

Marketing Initiatives 
Group 

& Govt PR

Responsible

CG / CC via COG 
& DoE 

Management Committee

Positive National 
Identity group 

Events Driven & sector 
groups 

Public & private sectors

Toolkit, 
events, media 

Sector groups & Positive 
National Identity group 

What is 
involved? 

Toolkit, 
charter, 
cascade

Awards, 
special 
products

Accreditation, 
plaques, 
training

Organic brand 
development 

2)  BUILD IOM 
AWARENESS 

(communicate)

3)  REINFORCE 
THE MESSAGE  

(every 3 months) 

4)  EMBED ACROSS  
IOM GOVERNMENT  

(communicate)

5)   EDUCATION & 
YOUNG PEOPLE 

9) BRIEF PRIVATE SECTOR

 
6) HONE VALUES 

 
7)  CELEBRATE ‘FREEDOM TO FLOURISH’ 

 
8) BUILD QUALITY 

 
10) SECTOR GROUPS (on-going) 

 

Chamber of 
Commerce, 
trade assocs 

CoMin 
& Tynwald 

1) POLICY (on-going) Policy & 
strategy 

Research

3rd Qtr 20072nd Qtr 20071st Qtr 2007 4th Qtr 20063nd Qtr 2006

Key Launch Elements 



 

 
9.1 Suggestions for future policy consideration  

During the course of the research and consultation, a number of suggestions were made 
regarding areas for future policy consideration. It should be emphasised that these are merely 
suggestions at this stage and they will require further detailed consideration by Government 
Departments as part of the policy and budget process before any conclusions can be arrived 
at. The suggestions received include:   

• Introduce concept of Manx Citizenship, open to all who live on the IOM, want to stay, and 
subscribe to our values.  Qualification would be based on simple questions on Manx culture, 
history and government, and commitment to our agreed values. Citizenship could be granted 
by a Minister or the Lt Governor at a special ceremony. 

• Application of Manx values to future government policies. 

• Make E-business the normal way of doing business with Government, and fund appropriately, 
including on-line surveys and consultation with stakeholders. 

• Gap Year Scholarships. A scheme be developed to provide for IOM people aged 18-26, not 
attending university. 

• Adopting a key objective such as having ‘the most IT literate work force in the world’ by 
2014.  IT skills enhance the ‘Freedom to Flourish’ 

Information Technology (IT) skills are critical to future business success in every sector.  E-
business is our fastest expanding sector.  75% of IOM children already leave school with an 
IT qualification, so we already have a strong platform to build on.  

Premier IOM Video or concert and promotional material at Tynwald Day. 

•  at key locations like Villa Marina, Peel Centenary Centre, Erin Arts 
Centre and Ramsey. 

• d plastic card containing Manx language phrases, to 
each household with key information. 

• Media campaign (Newspapers, Radio, TV). 

.3 Reinforce the message (every 3 months) 
 

rm 
 of the benefits of the Isle of Man. This may be coordinated by the 

Marketing Initiatives Group. 

• Long term, by 2014, develop and implement plans in education, further education, and on-
the-job training, to reach the ‘best in world’ objective. 

• It is important for countries to be famous for the right things.  We are already famous for the 
TT, which is fine.  It is also feasible for the Island to become famous and world class in both 
IT (see above) and safety … the two are complementary. 

• Setting a target for ‘IOM – the safest country in the world’ by 2014 
 

.2 Build IOM awareness 9
 

There needs to be a phase of work to publicise the work that has been done by the project and 
showcase the benefits of more cohesive promotion of the Isle of Man. 

 
Suggestions: 

• 

Brand launch concerts

CD with video material, and pocket-size

 
 
9

Periodic events that are targeted or are generally accessible to reinforce the Manx values and info
targeted groups or the public

 27



 

 

•
f this 

approach – skills plus values – is becoming more common in best practice companies. 
 

• nd 

or all government employees and others who request them (Freedom to Flourish 
charter). 

• Cascade the messages to local government. 

• 
 great service.  It could have posters supporting the IOM’s 

nine key supporting messages. 

• Benchmarking the IOM against Jersey and Guernsey, and other main competitors. 

o r of 
 

 them 
successfully in future, we need to surpass their educational performance. 

• ublic and private sectors, 
across government and company departments (e.g. KPIs)

Suggestions: 

• Airport and Sea Terminal displays 

• Use films, film stars and space Services, both burgeoning IOM industries, to build emotional 
appeal.   

• Launch the IOM brand ‘in space’. 

• Press and radio controlled programmes. 

• Enter international ‘quality of life’ and economic development competitions. 

• Further develop and coordinate the current programme of visits by Business, Travel and 
Quality of Life journalists, financed by the IOM Government, showcasing our excellent offer.  
We should aim to cover all journalists and editors from major national newspapers and 
magazines, leading regionals, in the next 2 years.  This is essential to correct the current lack 
of knowledge, which contributes to inaccurate and unfavourable coverage of the Island.   

 
 

.4 Embed across IOM Government 9
 

As Government moves toward a more corporate approach to promotion and providing high quality 
services to the public there is a need to harness many of the lessons learned in the project. 

 
Suggestions: 

• Develop a ‘Freedom to Flourish’ charter. 

• Radically strengthen impact of IOM website, using material from this Report and from Brand 
Video. 

 In recruiting, appraising, or promoting government employees, adopt a combination of 2 
criteria – job expertise and knowledge, and adherence to Manx values.  The principle o

Display statement of Manx values and practices on notice boards and government offices, a
produce small (pocket size) plastic cards summarising the ‘Freedom to Flourish’ values and 
practices f

An airport experience that is welcoming and evokes the spirit of the place and the people, 
with exciting visual displays and

Currently, the IOM benchmarks the UK in education and outperforms it in a numbe
areas.  However, market research confirms that Jersey and Guernsey, which have
excellent results in education, are our main competitors.  To compete with

• E-business beginner workshops involving older workers. 

Develop a programme for enhancing teamwork between p
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• Select and appoint key ‘IOM Brand Managers’ from the private and public sector (at least 1 

per department), by invitation from the Chief Minister. 
 
 
9.5 Education and Young People 
 

Investing in our young people will provide excellent returns in the future. The greatest assets on the 
Isle of Man are its residents and attracting young people to stay on, or return to, the Island should 
help maintain the strength of community and economic successes. 

 
Suggestions: 

• Cascade presentation to all schools. 

• Teach the agreed values and practices in Citizenship classes in schools, develop case 
examples, and offer local Seminars. 

• Support junior achievers. 

• A proactive project to develop a programme to attract Manx graduates back.  

o To include retrospective collection of address and email list, regularly updated, of all 
Manx graduates, going back 10 years if possible 

o IOM job opportunities can then be emailed to those in the relevant occupational 
segment. 

• An IOM Graduate Alumni Association could be set up, possibly involving an annual charge, 
with website, newsletters, IOM Reunited, ‘Recommend a Friend’, and Reunions in the IOM 
(say, annually) or overseas by Region. This may be linked to an ‘Ambassadors Programme’. 

• ‘Re-entry’, or ‘Comeback’ scholarships, could be offered via IOM Business School – say a 
discounted rate for a 1-year MBA.   

• Expansion of Graduates Christmas/New Year Trade Fair, ‘Opportunity’ press supplements, and 
IOM Graduate milk round. 

• Manx Youth Games and Commonwealth Youth Games 

.6 Hone Values 
 

moted correctly and to 
enhance residents’, visitors’ and customers’ perceptions of the Isle of Man. 

 

• ive National Identity group, involving: education, business, arts, 
sports, culture and heritage. 

• pproves the proposed Manx values and practices, initiate wide debate and 
discussion. 

oing basis). 

• Develop examples of values in action for future awareness building. 
 

 
 
 
9

There is a need to proactively manage the Manx values so that they are pro

Suggestions: 

Establish Chief Minister’s Posit

If Tynwald a

• Continue to develop core values based upon consultation and research (on-g
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9.7 Celebrate ‘Freedom to Flourish’ 
 

There is a need to develop an atmosphere where Manx people celebrate the achievements of fellow 
residents, both past and present. 

 
The Branding market research observed that Manx people often tend to be self deprecatory, and 
reluctant to celebrate others’ successes.  One aspect of this is ‘Manx crab’ which is contrary to the 
spirit of ‘Freedom to Flourish’.  Our unique advantages, culture, and lifestyle are all positive facets of 
the IOM.  We are in danger of not sufficiently celebrating who and what we are.   

 
Suggestions: 

• ‘Freedom to Flourish’ special beer and Manx cheese. 

• ‘Freedom to Flourish’ Manx stamp issue, for IOM and UK 

• ‘Freedom to Flourish’ coin issue 

• ‘Freedom Trail’ route map to pinpoint areas of outstanding natural beauty or interest. 

• Encourage use of ‘Freedom to Flourish’ theme at all major Manx community events, and 
provide free display stands, posters, etc. Examples of such events are Tynwald Day, Manx 
Agricultural Shows, Braaid Eisteddfod, Colby Laa Columb Killey, etc. 

• Also encourage use at IOM Competitions and Awards, e.g. the Guild, TT Volunteer Awards, 
School prize-givings, Manx Executive Challenge, Young Filmmaker of Mann, etc. 

• Set up a ‘Freedom to Flourish’ local awards programme, for consistent practice of Manx 
values and community achievement, modelled on IOM Newspaper’s ‘Pride in Mann’ campaign, 
and open to all. 

• Encourage street parties as a regular feature in summer, showcasing Manx products and 
homemade versions, to celebrate local or national successes.  They fit the friendliness and 
community spirit of the Manx. 

• Develop and cost a plan to present to Tynwald for ‘exporting’ the Manx experience.  We know 
we have a strong offer.  If people won’t visit us to see it, we must take it to them.  We 
already do this on a periodic basis via political/trade delegations, visits to Shipping and Film 
events, attendance at International Food Exhibitions and Fairs.  This is very positive, because 
we know exposure to the ‘Manx Experience’ (especially its people) works. 

• Regular arts and crafts exhibitions based upon values and key messages 

• Celebrate all Manx successes very publicly. 

.8 Build Quality 
 

 already enjoy an 
excellent quality of life on the Island this should be easy to promote and realise. 

 
Suggestions: 

• 
 

g from musicians, artists, royalty, politicians, business people or actors could be 
recognised. 

 
 
9

Through strengthening the quality of our services and products the Isle of Man will be seen as a 
quality location. Quality is an essential part of improving perceptions and since we

Establish a formal ‘Blue Plaques’ programme, identifying where famous or celebrated 
residents or visitors lived, slept or worked.  This would celebrate IOM history, diversity and
achievements, and help educate both residents and visitors about our past and present.   
People rangin
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• Celebrate anniversaries of Manx innovations or historical events, following on from the 
Trafalgar/Captain Quilliam example, and starting with the 2007 TT centenary. We could 
celebrate things that highlight Manx achievements – a useful anniversary could probably be 
linked to most years (first to have votes for women, completion of Laxey Wheel, launch of 
first oil tanker in the world in Ramsey, etc) 

• Quality Accreditation Scheme.  Develop a ‘Quality Accreditation Scheme’, initially based upon 
the hospitality and service industries (as New Zealand has done). 

• DTI, DTL and DAFF working closely with IOM Creameries, initiate a Study to identify major 
opportunities for high quality/premium priced IOM product sectors, with home and export 
potential; to develop a 5-Year Plan, and through grants, incentives, training, and advice, 
create an environment where both existing producers and new entrepreneurs have the 
Freedom to Flourish. Aim would be to build a dynamic IOM products sector, fully supported 
by the local community. 

o Areas to be covered would include cheese, fish, meat, bread, honey, baked goods and 
cakes, beer, water, ice cream, organic products, flowers, as well as arts and crafts. 

o As with any great product, the best way to get others to appreciate it is to encourage 
sampling of it. This effort is likely to pay out very quickly, but needs to be sustained. 

 
 
9.9 and 9.10 Brief Private Sector and Sector Groups 
 

Develop an atmosphere where Manx people celebrate the achievements of fellow residents, both 
past and present. 

 
There is a need to take steps to build the emotive appeal of the IOM, to counteract ‘cold/wet/windy’ 
imagery. The IOM has many advantages.  Among those who had not visited, there was low 
awareness of these, but also, based on research, a feeling that the IOM was recessive, lacked 
cachet, and did little to inspire consideration.  At best it was known for ‘offshore tax haven and TT’, 
at worse as ‘small, wet, cold’, ‘Britain 30 years ago’. 

 
Both HPI and Acanchi noted that outsiders felt the IOM lacked the emotional appeal of the Channel 
Islands, even though the strength of its offer was in many ways greater. 

 
As Acanchi says: “We are not scoring high enough in the fascination stakes in the world at large.  All 
nations and indeed brands are a combination of trust and fascination.  While we are relatively well 
trusted  we largely fail to fascinate.” ,

 

Develop TT hospitality opportunities

 
The Steering Committee believes that active steps need to be taken to build the emotional appeal 
and distinctiveness of the IOM, while remaining true to ourselves.  In the medium term, a small 
number of highly visible initiatives could rapidly change perceptions.  In the longer term, the IOM’s 
quality, skills and innovation will bring perception closer to reality. 

Suggestions: 

• Brand tool kit development 

• Off the shelf literature, media and presentations 

• On-line photo library (via Marketing Initiatives Group) 

• Brand presentations and workshops 

• Targeted delegations 

• 
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• Appoint more external Sector and Country ‘ambassadors’.  Brief and update them. 

• Developing a dynamic IOM products sector (above) will help raise external perception 

• High quality, distinctive hotel, which becomes a talking point, e.g. Archibald Knox 5-Star 
Hotel, part excellent hotel, part lively heritage showpiece, with many original artefacts … 
invite Brad Pitt, a leading Knox collector, to open it. 

• A few one-off restaurants with the highest standard of fresh, local ingredients, with great 
views, and flair in actual delivery. 

• Construct a list of the global clients for whom the IOM provides products/services.  It includes 
Boeing, BP, Intel, Microsoft, British Aerospace, Shell and many other impressive names. 

Target and prioritise market segments and customers with the highest potential: 

messages around ‘Freedom to Flourish’. 

• 
). Use priorities established in Economy 2014 initially, then refine as 

described in 5 above. 

• continuously 
update/upgrade.  Use material from this Report and the Brand Video. 

• l ‘Freedom to Flourish’ material for all future Trade Shows, Exhibitions and 
Overseas Visits. 

 

Consider establishing the IOM as a micro-testing centre for new products or services 

.  
ng 

mentation of TV channels and growth of the 
internet, their lack is becoming less important). 

• There are hundreds of potential market segments in which the IOM could compete. Future 
success depends on targeting and focusing resource on the few with the most potential (as 
the Island has already done with shipping, films, E-gaming, hi-tech engineering, and space 
services). 

• Stemming from the Branding Project, the E-business sector is undertaking a review of all 
possible E-business market segments, using a technique called Quantified Portfolio Analysis. 
Aim is to prioritise segments with the most potential.  Inward investment activity can then be 
focused on priority segments. 

• Pilot plan on E-Business already being developed.  Once proven in E-Business, this targeted 
approach could then be applied to other Sectors, within Manufacturing or Financial Services, 
building on work already done for Economy 2014 and on the Branding Project. 

Build awareness of the existence and advantages of the IOM among potential customers 

Based on research, 68% of our potential customers know little or nothing about the Island.  
Knowledge levels among journalists are even lower.  This is both a shocking result, and a major 
opportunity. 

• Make more effective use of existing marketing spending by communicating consistent 

Strengthen the quality of our databases and communication activity among those in priority 
segments (see 5 above

Dramatically improve the quality of the IOM Government website, and 

Develop Powerfu

The IOM has many of the characteristics of an ideal test market.  Age demographics are similar to 
UK, GDP per capita is higher, and being an island, its boundaries are discrete and clearly defined
Famous retail chains are represented, there is strong local press and radio, and the only missi
medium is mainstream TV (though with the frag
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We already have been a 3G and 3 ½ G telephone test market, and Wolverhamp on University uses 
the IOM as a microcosm of the UK for geological work, because it combines the Highlands of 
Scotland with the coastline of Cornwall within a small geographical area. 

• Review how the IOM might become a micro-testing centre for new products/services or for 
Far Eastern companies wishing to take a first testing step towards entering the European 
market.  A Report and Proposal could then be made to Tynwald in mid 2007. 

• Such an initiative would enhance the IOM’s reputation for innovation and could lead to the 
establishment of an IOM Innovation Centre, since the Island has a highly successful history of 
innovation. 

• Focus on cost, accessibility, and quality of external transport links.  

 
9.11 Recommended structure for implementing the proposed programme and method of 

measurement 

A. We propose that the present Steering Committee and Management Committee structure 
continues until mid 2007, when the need for its further continuance can be reviewed. 

Both Committees are operating well and have built up expertise on Marketing and Branding.  
They represent a broad range of Sectors and can supervise/add value to the activity 
programme.  They will also provide continuity for the project across 2 administrations. 

B. There is a continuing need for experienced and full time Project Management 

The Project Manager will lead, plan, ensure implementation of the agreed activity plan, and 
monitor/measure performance. 

C. The cross-departmental team of key Brand Managers, organised into Action Groups, will play 
a key role in implementation. 

D. It is important to measure the results of this activity programme, for learning, improvement 
and value. 

 

We suggest four areas of measurement: 

• Achievement of planned activity programme 

• Annual Quantified Tracking Study, to measure awareness and attitudes towards the IOM 
among customers, and perceptions of strength of Manx national identity/social cohesion 
among residents. 

• The HPI Survey provides base data for future comparisons.  It may be possible to combine 
Tracking and Quality of Life Surveys in future. 

• Anecdotal evidence and perceptions of contribution of the Marketing and Branding 
programme among politicians, business leaders, and government employees. 

 
This is a long-term programme, and it will take time to change perceptions and achieve results. 
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Appendix 1:  Brand Book 
 
This is a synthesis of the ‘Freedom to Flourish’ brand proposition. 
 
This will be issued at the Brand Launch Presentation. 
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Appendix 2:  Steering Committee Members  
 
The Steering Committee comprised 16 individuals representing many facets of Manx life including political, 
social, cultural, heritage, educational, media, tourism and business matters.  They were: 
 
 

Member Position 

Donald Gelling CBE MLC 
(Chairman) 

Chief Minister 
 

David Anderson MHK Minister for Education 
 

Allan Bell MHK Minister for Treasury 
 

Andrew Corlett Managing Director 
Cains Advocates Limited 

Chris Corlett Chief Executive 
Department of Trade & Industry 

Tim Craine Director 
E-Business and Space Commerce, Treasury 

Professor Hugh Davidson Visiting Professor of Marketing 
Cranfield University School of Management 

Ms Jane Dellar Director 
Isle of Man Finance, Treasury 

Phil Gawne MHK Minister for Agriculture, Fisheries and Forestry 
 

Mrs Carol Glover Chief Executive 
Department of Tourism and Leisure 

Stephen Harrison MBE Director 
Manx National Heritage 

Mike Henthorn Managing Director 
AON (Isle of Man) Limited 

Jerry Linehan Chief Executive Officer 
Conister Trust PLC 

Findlay Macleod Chief Executive 
Isle of Man Creameries 

Martyn Quayle MHK Chairman, Isle of Man Water Authority 
Political Member of DTL 
Political Member DTI 

Mrs Trudi Williamson Deputy Chairman 
Isle of Man Newspapers 
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Appendix 3:  Summary of Market Research Results 
 
3.1 Results of research on IOM brand proposition and key supporting messages 
 
A.  The brand proposition, supported by the 10 key messages, had exceptionally strong 

appeal to both customers and residents, with over 80% saying it was appealing.  Among 
customers, 84% found it personally appealing, and 88% thought it would appeal to their 
organisations.  Among IOM residents, 83% considered it personally appealing, and 97% felt it would 
appeal to people not living or working on the IOM.  

 
These are exceptional results.  Our research company, HPI, developed ‘rules’ to evaluate success for 
brand propositions.  These are based on analysis of hundreds of campaigns covering a wide range 
of business sectors, countries, regions and cities.  Based on these, HPI has concluded that any 
brand proposition that is appealing to 50% of customers or more and thus is likely to succeed in the 
market place if well supported.  

 
B.  In terms of strength of appeal, the brand proposition plus supporting messages also 

scored highly.  The best propositions have both breadth and depth of appeal. ‘Appealing’ splits 
into 3 sub-categories: ‘Extremely’, ‘Very’, and ‘Quite’.  The percent of people saying the IOM brand 
proposition was ‘Extremely’ or ‘Very Appealing’ was double the HPI ‘Rule for Success’ score among 
customers, and even higher among residents, as follows:  

 
IOM Brand Scores vs. HPI ‘Rules for Success’  

 Residents 

 Personal Off Island

Customers HPI 
Rules for 
Success 

Total saying ‘Appealing’ (%)  83  97  88  50  

% Saying ‘Extremely/Very Appealing’ 50  75  42  20  

 
C.  HPI says the appeal levels of the IOM brand proposition ranks in the top 5%, among the 

hundreds of Propositions they have tested.  
 
D.  The IOM brand proposition is believable to both residents and customers.  73% of 

residents and 80% of customers said it was credible.  
 
E.  86% of customers said the IOM brand proposition was distinctive.  This is an impressive 

score, since many brand propositions are viewed by customers as bland or ‘Me Too’. 52% stated 
that nowhere else could make this statement either at all or as convincingly.  

 
F.  Responses to the IOM brand proposition were very favourable among both existing and 

potential customers.  
 

Customers (%)  Statement to which customers responded  
Existing  Potential  

Makes a positive statement  97  93  
IOM very positive for business  95  92  
Makes IOM seem good place to live  95  88  
Makes IOM feel it could be successful  93  90  
Looking to the future  84  87  
Makes IOM seem innovative  75  70  
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G. IOM brand proposition and key supporting messages appealed strongly to all Business 

Sectors, less so to Manufacturing and Opinion Formers  
 

Appeal of Proposition & Messages to Organisations  Key Customer Sector  
Total Appeal (%) Extremely, Very Appealing (%)  

Fiduciaries  94  50  
Tourism  85  50  
Banking  92  49  
Insurance & Pensions  95  40  
E-Business  87  53  
Opinion Formers  82  31  
Manufacturing  71  33  
All customers  88  42  

 
 
H.  Ranking of importance of key messages differed between residents and customers, and, 

to a lesser extent, among Customer Sectors.  Quality of Life, Natural Beauty, and Education 
were the 3 most important messages for residents.  
 
Public/private sector cooperation, a successful financial services industry, plus a successful and 
diverse economy, were most important to customers.  There were also variations by Customer 
Sector, as expected, confirming the need to select the right messages in support of the brand 
proposition.  
 

Importance of Selling Message by Customer Type  
Selling Message Residents Customers
Public/private sector Coop  61  63  
Financial services industry  68  61  
Successful/diverse economy  64  60  
Education system  82  57  
Government agile/responsive  55  54  
Secure/relaxing  66  47  
Quality of life  82  46  
Natural Beauty  79  33  
Heritage of Originality  49  31  

 
 

The relatively weak ranking of ‘Heritage of Originality’ was a surprise.  We do not fully understand 
the reasons for this, and continue to believe that a culture of Innovation is important to the IOM’s 
future.  

 
3.2 Awareness of Isle of Man among potential customers  
 
A.  Most potential customers know of the existence and location of the Isle of Man, but 

there are differences by Sector.  79% of potential customers claimed to know where the Island 
was.  Situation Sector by Sector was as follows:  

 
Potential customers claiming to know where IOM is located (%)  

All Sectors  Financial  
Services  

Tourism Manufacturing E Business Opinion  
Formers etc  

79  96  93  82  76  72  
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B.  The level of knowledge of the IOM, among potential customers outside Financial 

Services, is shockingly low. 68% of potential customers know little or nothing about the Island. 
The IOM was better known within Financial Services, but 84% of potential customers in other 
Sectors knew little or nothing about the Island, as follows:  

 
Knowledge of IOM among potential customers (%)  

Level of Knowledge  All 
Sectors  

Financial 
Services  

Tourism Manufacturing E-Business  Opinion 
Formers 

Extremely familiar/know a 
great deal about  

12  20  19  6  -  -  

Know fair amount  20  33  5  6  19  12  
Know little/nothing about 
IOM  

68  47  76  88  81  88  

TOTAL  100  100  100  100  100  100  
 
 

Building customer awareness is only the first step in branding. If potential customers know little or 
nothing about the IOM, how can we expect them to want to do business here?  

 
Knowledge of the IOM is especially weak among journalists and opinion formers, which may explain 
why the IOM often gets unfavourable and inaccurate media coverage.  

 
3. 86% of existing IOM customers perceive that people off Island know the name, but little or 
nothing about the place. This ties in reasonably closely with the real number of 79% (in table 3.2 A 
above).  

 
 
3.3 Customer attitudes to IOM 
 
A.  Almost all existing IOM customers are satisfied, and they rank the IOM very favourably 

versus other jurisdictions in which their companies operate.  96% of existing IOM 
customers were satisfied, with strength of satisfaction highest in E-business, lowest in Tourism and 
Manufacturing (note small research sample bases), as follows:  

 
Satisfaction levels among existing IOM customers  

Status  All 
Sectors 

Financial 
Services  

Tourism Manufacturing  E-Business  

% Extremely/Very 
Satisfied  

61  62  48  38  68  

% Quite Satisfied  35  37  45  62  26  
Total Satisfied  96  98  93  100  94  

 
 

88% ranked the IOM favourably vs. other jurisdictions:  
 

Ranking of IOM vs. other jurisdictions in which existing customers operate (%)  

IOM compares favourably  88  
IOM compares unfavourably  12  
Total  100  
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B.  Consistent with their low level of knowledge of the IOM outside Financial Services, most 

potential customers had a neutral view of the IOM.  For most potential customers, the IOM is 
a blank sheet of paper, but they are open to doing business here. Based on the Qualitative 
Research, the IOM has few entrenched negatives, but is off the business radar screen for most. The 
Research suggested IOM has little emotional pull or reasons to inspire consideration by potential 
customers, due to its low profile and lack of a clearly defined brand promise or personality.  

 
65% of potential customers are open to doing business with the IOM, but the majority have never 
considered the possibility, especially in manufacturing and E-business, as follows:  

 
Attitude to Possibility of Doing Business in IOM  

Status  All 
Sectors 

Financial 
Services  

Tourism Manufacturing  E-Business  

Thought about it and still 
open minded  

29  47  30  16  12  

Not thought about it  46  31  20  68  62  
Decided against  25  22  50  16  26  
Total  100  100  100  100  100  

 
 
C.  Perceived advantages of the IOM as a business location differ greatly between potential 

and existing customers. Potential customers, with limited knowledge, see the tax regime as the 
Island’s primary advantage, followed by the Regulatory/Government environment.  

 
Existing customers, with more extensive experience, continue to value the Regulatory/Government 
environment, but rank easy local communication as the most important advantage. The table 
following summarises:  
 

Perceived Advantages of Locating in IOM (%)  
Factor  Existing customers Potential customers
Easy communication (networking/infrastructure) 35  6  
Regulatory/government environment  25  18  
Client interest/base  13  3  
Familiarity with IOM  12  -  
Tax regime  10  34  
Reputable/high quality place  12  2  
Availability of suitable staff  9  4  
Financial/economic environment  6  6  
Quality of life  -  8  
None/don’t know  -  38  
(Note to chart: Some interviewees gave more than 1 reason)  

 
There was relatively little difference across Sectors, among existing customers.  

 
 
D. Accessibility, poor links to other places, and expensive cost of living/travel are the 

biggest disadvantages of the IOM for both existing and potential customers. Transport 
costs and poor linkages are the biggest disadvantage for existing customers (and indeed for all IOM 
residents), and the most important barrier for potential customers, as follows:  
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Perceived Disadvantages of Locating in IOM (%)  
Factor  Existing customers Potential customers 
Expensive (cost of living/travel) 31  13  
Accessibility/poor transport links 3  41  
Isolated  13  -  
Availability/quality of staff  10  6  
Communication  7  3  
Poor weather  1  7  
Poor perception/profile  1  7  
None/don’t know  14  25  

 
 
E.  Outside Banks/Insurance, the main reasons why people chose to operate businesses on 

the IOM were that they or their senior partners already lived on the Island.  Reasons for 
choice of the IOM as a business location differed markedly between Banks/Insurance and all other 
Sectors.  

 
For banks/insurance, which tend to be larger companies employing over 50 people, reasons like 
‘ability to legislate independently’, and ‘favourable corporate/personal tax’, were the main reasons 
for choosing to operate on IOM.  

 
For other Sectors, these factors were secondary to the fact that individuals key to their businesses 
already lived on the Island. The table following summarises these points.  
 

Existing customers:  why chose to operate on IOM (%) 
Factor All 

Sectors 
Banks/ 

Insurance
Fiduci-
aries 

Tourism Manu- 
facturing 

E-
Business

Key individuals already 
live on IOM 

37 13 45 62 84 37 

Good business 
opportunity 

10 7 13 7 - 21 

Ability to legislate 10 18 11 - - 11 
Personal tax 7 11 8 - - 11 
Corporate tax 6 15 - - 8 16 
Government grants 3 5 - - 8 5 
Infrastructure/telecoms 4 8 3 - - 11 
Safe/Quality of Life 5 3 5 14 - - 
Other 18 20 15 17 - - 
Total 100 100 100 100 100 100 

 
The economic benefit of business start-ups by people living on the IOM is relevant to level of 
resource allocated to attracting new residents. It may also influence Tourism targeting, since, based 
on the Qualitative Research, new residents with business here, often had their first experience of the 
IOM on holidays, or visiting friends/relatives. 
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3.4 IOM competitive situation  
 
A.  All IOM customers see the Channel Islands as the main competitors for their 

organisations, now and even more so in future.  
 

Countries Perceived as Main Competitors to IOM, by Sector  

Country  Major competitor today (%) Likely to be more 
competitive with IOM in 

future (%)  
Jersey  31  16  

Guernsey  28  15  

Cayman Islands  9  6  

Ireland  7  6  

Luxembourg  5  3  

Bermuda  3  4  

Gibraltar  3  4  

Virgin Islands  2  3  

Malta  1  4  

Singapore  -  4  

 
 

Jersey and Guernsey are viewed as major competitors to IOM, especially by potential customers.  
 
This applies strongly to Financial Services (FS), but perhaps surprisingly, the Channel Islands are 
seen as the main competition in other Sectors. Cayman Islands and Ireland are only considered 
significant competitors by FS companies.  

 
India and China are not in the competitive frame at all, which is curious.  
 
 

B.  Many existing IOM businesses have close links with UK, Hong Kong, USA and South 
Africa.  38% of existing (non Tourist) customers operate only on IOM. The remaining 62% operate 
in or do business with an average of 3 other countries. Main ones, by Sector, are as follows – 
predictably, banking/insurance are the most multi-national Sectors:  
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Main countries where existing IOM customers operate (%)  

Country  All Sectors  Banks  Insurance Fiduciaries Manufacturing  E-business  

None  38  16  35  53  54  53  
UK  21  24  13  13  31  37  
Jersey  15  39  9  5  -  5  
Hong Kong  14  26  30  3  8  -  

Guernsey  11  29  9  8  -  -  
Ireland  9  18  4  5  8  11  
USA  9  8  13  8  15  -  
S. Africa  9  13  13  8  15  -  
Gibraltar  6  8  9  3  -  5  

 
 
3.5 Outlook for the future  
 
A.  For Financial Services, increased regulation/legislation from UK/EU was seen as by far 

the biggest future challenge.  38% of FS companies saw this as the No.1 challenge, followed by 
greater competition (21%), availability of personnel (13%) and European/Global interference (10%).  

 
B.  For other Sectors, the primary challenges were thought to be increased competition and 

controlling costs.  Increased competition and cost levels were the first and second concerns for 
Tourism, Manufacturing and E-business. E-Business also viewed the use of new technology as 
critical. The table below summarises these points:  

 
Main Future Challenges and Opportunities as seen by existing and potential IOM customers (%) 

Challenges/Opportunities  All Sectors Financial Services Tourism Manufacturing  E-Business

More regulation  23  38  5  12  4  
More competition  23  21  18  33  33  
Keeping costs down  11  9  15  24  13  
Personal availability  9  13  5  6  7  
Outside Interference  8  10  5  8  2  
New Technology  7  2  7  8  17  

 
 
3.6 IOM is number 1 for quality of life  
 
A.  In a 31-Country Quality of Life study, the IOM ranked top, well ahead of Australia and 

USA.  At our suggestion, HPI tagged onto a recent 30-country Quality of Life study, by asking IOM 
residents the same questions. One key question was “How happy would you say you are with the 
overall quality of your life?” 58% of IOM residents said ‘Very Happy’, and this is well ahead of any 
other country:  

 
B.  UK was sixth equal with Canada, at 32% ‘Very Happy’.  The IOM is also ‘happier’ than any 

other Region in Britain, with South West next. London (23% ‘Very Happy’) and South East (28%) do 
poorly, but Wales (17%) is bottom of the table.  

 
This is strong ammunition to confound any sceptics who think the Island is ‘a small wet rock up 
North’.  
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3.7 IOM residents attitudes to promoting a clear identity and image for IOM  
 

The quantitative research shows huge support for this among residents.  
 

93% thought it was a good idea, and 68% considered it an extremely or very good idea.  
 

As for customers, residents thought the most important way to enhance the IOM’s future prospects 
was to improve cost and quality of travel links with UK.  

 
 

Customer response to 9 key messages by sector 
  

Importance of key messages by Sector  
All 

Sectors 
Banking Insurance 

& 
Pensions 

Fiduciaries Tourism Manufacturing E-
Business 

/ICT 

Opinion 
Formers 

% Mentioning 
extremely/very 

important 
(Number surveyed) (401) (78) (57) (61) (60) (49) (48) (39) 

Public/Private Sector 
cooperation 

63 72 62 65 52 59 71 54 

Financial Services 
industry 

61 65 65 70 55 49 50 57 

Successful & diverse 
economy 

60 61 55 63 60 61 57 62 

Education System 57 56 60 67 55 55 63 41 

Government agile & 
responsive 

54 63 53 61 43 53 61 43 

Secure and relaxing 47 39 47 51 57 47 48 36 

Quality of life 46 45 39 47 55 35 57 41 

Natural beauty 33 22 19 38 60 30 41 23 

Heritage of originality 31 20 33 36 38 26 34 28 
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Appendix 4:  Stakeholder commentary 
 
Key stakeholders were requested to provide feedback as to the suitability of the brand proposition ‘Freedom 
to Flourish’ and the 10 key supporting messages.   
 
This appendix includes a number of quotations to illustrate the strong support that the brand proposition has 
generated in consultations to date.  Please note that these individuals were consulted in a personal capacity 
and have not been at liberty to consult widely with colleagues as the Project Team has deliberately tried to 
control the number of people aware of the brand proposition prior to it being brought before Tynwald. 
 
 
Culture, Arts and Heritage 
 
“We see great value in highlighting the rich and diverse culture that the Isle of Man has developed over 
many centuries. Its unique language, music, dance and art is something that Manx people can take great 
pride in. If this culture, which also includes its historic traditions and buildings, can be used to develop a 
clear and identifiable brand for the Island, it can only be to the benefit of Manx people and all those who 
visit the Island. 'Freedom to Flourish' and our independent status are the conditions that will allow Manx 
culture to continue to flourish and prosper. If it is given the freedom to do so it will contribute to a dynamic, 
prosperous and culturally vibrant Island.” 
Charles Guard, Manx Heritage Foundation 
 
“The arts and creative expression enable Manx citizens to determine, develop and enjoy their cultural 
identity.  The range, richness and quality of the Island’s cultural life reflect the consciousness of its people 
and the ‘Freedom to Flourish’ provides an all encompassing and dynamic concept.” 
Dawn Maddrell, Arts Council 
 

 

“I believe the branding project has helped those within the Manx Gaelic community articulate to a wider 
audience the importance of the Island's native language. In this respect 'seyrsnys dy vishaghey' provides the 
context in which the language can continue to grow, develop and add real value to the Island's distinct 
history and culture. We trust that the future will see the business sector together with those involved in the 
language movement working closely together to not only create a prosperous and socially inclusive island 
but also an environmentally sustainable and culturally vibrant one. The branding process should be the 
beginning of that partnership.” 
Adrian Caine, Manx Language Officer Yn Greinnneyder 

“As someone who was born and brought up on the Isle of Man I am living proof that 'Freedom to Flourish' is 
not just a slogan but indeed is a fact of Island life. I have been able to develop and grow my business 
because of the strategies and policies first laid down by the Manx Government in the 1950's and 60's which 
have brought stability and encouraged growth and cultural diversity. All these stimuli have been coupled 
with also creating a fair and just society where the concerns of all individuals are listened to and respected. I 
firmly believe the Isle of Man, with all its safeguards to maintain its high reputation and quality of Manx life, 
has most certainly created its own freedoms to flourish way into the future. 
These are the very reasons that have allowed the Isle of Man Viking Festival to develop which is a 
celebration of our unique culture and history. With the support of the Department of Tourism this 
Festival has been given the ‘freedom to flourish’ and therefore this is more than a statement - it is a future 
direction.” 
 Jonathan Irving, Managing Director, S eet Heritage Ltd and Direc or of the Isle of Man Viking Festival L dtr t t  
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Local Authorities and Agencies 
 
“As a Manx man born and bred in Peel and having worked for over thirty years both in Central Government 
and Local Government I fully endorse the branding proposition “freedom to flourish”. We should all be proud 
of our Manx heritage epitomised by over 1,000 years of unbroken government. This stability linked to a 
forward thinking Government has enabled the Isle of Man to prosper and flourish. We are blessed with a 
beautifully scenic Island in which to live, work and play. Encouragement to local and new businesses and our 
high levels of employment mean that we can all enjoy an unparalleled quality of life.”  
Peter Leadley  Town Clerk  Peel Town Commissioners, ,  
 

,

“Since moving to the Isle of Man with my young family five years ago, my children have flourished in a 
caring, dynamic school environment, my wife has set up a business with generous Government support, I’ve 
learnt to sail, taken up windsurfing and yoga and even been a local politician.  At work I’ve witnessed 
creative ideas flourish and take hold, I’ve been part of a global award winning project where businesses and 
the community have had direct access to politicians who have listened and responded to their views.  I’ve 
witnessed effective partnerships between businesses, the local authority, Government Departments, young 
people, charities, the Police and the media.   
On the other hand I have to queue in traffic on the Promenade for at least five minutes every morning and 
evening, I hardly get to see my children because they’re always involved in activities or on the beach, I have 
the worry of what to do with the money I’m not giving to the taxman and I have to make do without “happy 
slapping” and pollution.  At least we get the reassuring noise of traffic for two weeks a year during the TT 
races.   
Where else on earth would I and my family have such freedom to flourish educationally, professionally, 
politically, socially and commercially?” 
Christopher Pycroft, Douglas Development Partnership   
 
 
Education 
 
“The concept of “freedom to flourish” is one of the best outputs to emanate from the Isle of Man Branding 
project. It is capable of being expanded into a number of aspects of Island life including education, 
investment, culture and the concomitant rewards. 
In the area of education and training, the opportunities available to residents in the Isle of Man exceed 
those available to residents in the remainder of the British Isles and in fact in most of Europe. This is 
exemplified by the proven high quality of schooling, including the choice of a private school for children of 
compulsory school age; the range of care and assistance given to pupils with disadvantages and disabilities; 
the close liaison between all the secondary schools, the Isle of Man College and the Department of Trade 
and Industry in preparing young people for the world of work; a wide range of subsidised Further Education, 
Continuing Professional Development and affordable Adult Leisure and Recreational courses (with fee 
concessions for senior citizens) and access to a range of Higher Education opportunities, both on and off-
Island generally without the need of the individual student to contribute towards fees. As a result of the 
close legislative, administrative and professional infrastructure; flexibility is high and response rapid to 
changing public sector needs, such as the nature and range of education and training.” 
Ray Smith  Principal Isle of Man College 
 
“Freedom to Flourish” is an excellent proposition. It reflects many of the aspects of life on the Isle of Man. 
The safe and caring environment means that young children have freedom to flourish. The high quality 
education system, of which the IBS is proud to be a part, supports students from 5 to 50 and gives those 
seeking to develop both themselves and their careers a freedom to flourish. The tax regime and the support 
by Government for enterprise means that companies have a freedom to flourish on the Isle of Man as 
nowhere else. The wide range of social and sporting opportunities spread a cross a geographically diverse 
island, means that people of all ages and interests have a freedom to flourish. There can be few 
environments of the size of the Isle of Man where the arts and heritage flourish so vigorously. Safe. 
Stimulating. Caring. Cosmopolitan. “Freedom to Flourish” is an excellent summation of the qualities of the 
Island. 
Professor Roger Carey, Director IBS 
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Social and Charitable Organisations   
 
“I would like to wholeheartedly endorse the IOM as a little gem which offers the ‘freedom to flourish’.  Real 
freedom in any community involves responsibilities as well as rights, and I believe a truly flourishing Island 
implies more than economic growth, important though this is.  To fully blossom as a society we need to look 
after the weak and the marginal, both within our shores and even far beyond the horizon.  I hope the 
branding project will bring benefit and blessing to the Island”. 
Phil Craine, Christian Aid IOM 
 

i

 

“I think ‘freedom to flourish’ is a very appropriate way to sum up some of the benefits of working and living 
in the Isle of Man. As a civil servant I feel I have been given the encouragement, support and freedom to 
flourish. I have the opportunity to initiate new ways of providing public services, constantly improve what we 
are delivering, to be innovative, work in partnerships with private and voluntary organisations, community 
groups and churches to get things done. These are not the features expected in the civil service elsewhere! 
As a parent I have been delighted by the opportunities for my children and for them to pursue their interests 
in sport, dance, young enterprise etc and to live their dreams. 
In Social Services we are endeavouring to enable people with physical and learning disabilities, mental 
health problems and older and young people with special needs to fulfil their potential, contribute to the 
community and take advantage of the advantages of living here so that all people in the island have the 
freedom to flourish.” 
Andrew Swith nbank, Assistant Director of Social Services
 
 
Commerce 
 
“The Branding project has served to focus the thoughts of the island's business community and provides a 
very clear message as to our abilities and intentions.  'Freedom to Flourish' clearly defines the philosophy of 
all those who work and live on the Isle of Man.  This central message demonstrates the ideology of 
continued success and beneficial improvement to the lives of all the Island's stakeholders.  The difference 
between success and failure can quite often be simply a state of mind and 'Freedom to Flourish' readily 
demonstrates a positive, enlightened state of mind.” 
Stuart McCudden, President, Isle of Man Chamber of Commerce 
 
“The IOM is a land of possibility' captures the imagination instantly whatever your interest, be it business, 
leisure or life style. 
Now the interest is captured the concept then offers the 'personal' invitation. "You have the freedom to 
flourish and unrivalled quality of life”. 
I can not think of anywhere else in this troubled world that can make such a thrilling and honest statement.  
The Isle of Man is certainly the place to be, to invest-in, to be part of, to enjoy, to be proud of.” 
Judy Arnold, General Manager, Travel Services IOM and Chamber of Commerce Tourism Committee Chair 
 
“Freedom to Flourish" as a brand offers a promise that other jurisdictions can only envy. Business can thrive 
and individuals achieve the highest standard of work life balance”.   
Anne Marie Weadock, IOM Chamber of Commerce Employment & Training Committee Chair  
 
"I am delighted to support the "Freedom to Flourish" branding.  The Isle of Man is a dynamic and evolving 
business environment which has more opportunities for young people in professional jobs than ever before.  
The prospect of a Manxman from humble roots, such as myself, getting a degree and training as a 
Chartered Accountant in Douglas would have been unimaginable 40 years ago.  Since then, the Island has 
established a finance sector to be proud of, and it is gratifying that young professionals are playing a leading 
role in its development." 
Juan Watterson, Chairman, Isle of Man Junior Chamber of Commerce 
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“May I congratulate the Branding Project team on the selection of ‘freedom to flourish’ as a branding 
proposal.   
This simple three word phrase has exactly the right connotation for commerce, from the traditional to the 
latest high-tech industry, as it has for the ability of any individual to develop themselves in a positive way 
whether that be through professional development or exploring the heritage of the Island and the Manx way 
of life.  To create a brand label that so successfully bridges the commercial and personal is a stroke of 
genius.  As a recent newcomer (1987) I can readily identify with a positive inference behind ‘freedom to 
flourish’ and, in a way, it answers the question as to why I have no wish to leave.” 

t

 

t

David Le Prevost, Finance Director, Duke Marketing L d & isleofman.com 
 
 
Financial Services 
 
“I am excited by the ‘Freedom to Flourish’ branding and believe this can be well utilised by the Banking 
fraternity.  The recent tax announcements for businesses generally and banking in particular create a unique 
opportunity for us to seek more business streams from existing players as well as seeking out new niche 
entrants who can provide economic benefit to the Island long term.  Also new businesses and entrepreneurs 
establishing themselves on the Island all require banking services which underlines the inter linkages 
between our economic sectors and enables a broad spectrum of related benefit to the Island.  Personally I 
feel I have experienced the ‘Freedom to Flourish’ effect on my career and lifestyle. 
Phil O’Shea, Director of Banking, Close Brothers and Chair of Association of Licensed Banks 
 
“I thought it a difficult task to create a brand which could encapsulate the absolutes which the IOM has to 
offer whilst at the same time developing the aspirational values in entrepreneurial terms.  The 'Freedom to 
Flourish' concept does this perfectly.  For the global funds industry the key messages resonate at many 
levels.  Externally the fund industry is looking for places where they have the freedom to develop specialist 
and highly complex funds and the potential to service the business adequately.  The brand image creates 
this message which for the industry is a unique proposition, given that in most locations there are serious 
capacity constraints.  Internally the brand works exceptionally well.  The industry in the island is focused 
upon high value added business and it is important to be able to attract top quality staff to maintain high  
servicing standards.  Again the brand does this and in such a way as to create the enthusiasm needed in this 
dynamic industry.  I am very much looking forward to promoting this new branding at every opportunity.  It 
is the most exciting development in the IOM in the last 20 years. 
Alan Smith, Director, HSBC Securities Services 
 
“Throughout the 90's the Isle of Man Finance industry flourished, and on the back of that so did the whole 
economy.  In times like these with double digit economic growth, it is easy to become complacent and many 
businesses simply took what was coming their way without any real need to proactively market themselves, 
their industry or the island in general. 
Quite simply the branding initiative can be seen as absolutely essential to align and leverage the existing 
significant investments that are made each and every day in promotion of the island - no matter whether it 
be by areas of Government, by each and every business here or every single resident, and will provide them 
with further much needed support to enable them to talk proudly, with passion and with confidence on what 
the Isle of Man has to offer”. 
Mark Lewin, Head of Technology , The Royal Bank of Scotland International 

“I consider the Branding Exercise to be a process which should enable all IOM residents and those who 
regard themselves as "Manx" to help prospective users of what the Island has to offer more clearly identify 
the Island's qualities and strengths. It is a natural extension of the marketing initiatives undertaken by many 
of us over the years and will focus all our minds on exactly what it is we want to tell the world about. It will 
therefore enable all of us - practitioners, government and the man (and woman) in the street - to "sing from 
the same hymn sheet". As such it constitutes a valuable exercise which I am sure will pay dividends in the 
medium to long term. I am happy to support it and endorse its value and I believe it is worthy of 
government sponsorship”. 
Gregory Jones, Direc or – Tax, KPMG LLC 
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E-Business 
 
“Thanks to the vision of the IOM Government the IOM is now a very good location to set up or relocate an 
e-business.  However, outside of the e-gaming sector, this is still a well kept secret.  The country branding 
work has significantly exceeded my original expectations.  Like all great brands, it is simple but extremely 
effective.  It fits really well with the e-business proposition and, if adopted, has the potential to help us 
stand out from our direct competitors and to make a major contribution to the IOM’s future success.” 
Chris Hall, Managing Director, Manx Telecom 
 
“The valuable qualitative and quantitative information gained from the project leading to resultant 
‘positioning’ for the Isle of Man ‘Brand’ are in my view ‘spot on’ and will be very valuable in winning inward 
investment for the Islands economy. 
The theme ‘Freedom to Flourish’ is a very strong statement which not only supports our marketing messages 
but is readily recognisable as an ‘overarching’ quality of what the Island has to offer. We can show ‘freedom 
to flourish’ in the likes of Micro-Gaming and Neteller, which have recognised the potential that the Island has 
to offer”. 
Bill Mummery, Head of E-Gaming Development, Depa ment of Trade & Industry rt

 

r

t t

 
 
Manx Produce 
 
“Having lived here all my life, I can certainly agree that the principle" freedom to flourish" is a true reflection 
on the islands lifestyle, culture, business and quality of life we all enjoy. The island has enjoyed tremendous 
success from both a business perspective and indeed population growth over the last decades without losing 
it's Manx identity, and becoming a major player in many sectors around the world”.  
Peter Whittaker Operations Manager Manx Co-operative 
 
“I like the message ‘Freedom to Flourish’ and I think it sounds very positive for attracting businesses and 
people to the Island”.  
Mark Hotchkiss of Ballakinnish Nurseries 

“Freedom to flourish is a fantastic statement that must be lived up to by the Manx Government and 
businesses” 
George Steriopulos of Manx Loughton P oduce 
 
“Freedom to flourish is catchy, short and easy to remember.  It will mean something if it is backed by the 
actions of people, business and Government.  This statement encompasses lots of positive images and 
aspects of the Island”. 
Martin Brunnschweiler of Bushy’s 
 
 
Manufacturing 
 
“Having considered the preferred theme of ‘Freedom to Flourish’ we believe that, out of all the options 
considered, this is the most appropriate for the Manufacturing and Technical Industries (MTI) sector of the 
Isle of Man.  We therefore offer our endorsement to this concept.  We can see a strong synergy with the 
‘Freedom To Flourish’ concept and the Sector's need to continually improve it's capabilities, performance and 
satisfy it's Customer's expectations.” 
Malcolm Macdonald, Direc or, Smi hs Aerospace IOM and Chair of MTI Committee of Chamber of Commerce 
 
 
 
 

 48



 

 
Shipping 
 
“I would like to confirm to you that the ‘Freedom to Flourish’ branding, in my opinion, ideally reflects the 
opportunities available here on the Island.  Indeed, as a resident here for 7 years, enjoying the island and all 
it has to offer, I wholeheartedly support the idea of this branding, as it delivers a message of opportunity, in 
terms of job creation, development, encouragement and co-operation (between the private and public 
sectors).  From a Ship owners’ point of view, I think this is the right message to convey.  Ship owners 
usually are very pragmatic and as such the ‘Freedom to Flourish’ in my opinion sits very comfortably with the 
‘culture’ of this industry, which requires good cooperation with a Government that will support rather than 
restrict operations.” 
Jorg Vanselow, Managing Director, Dohle Shipping IOM and Chair of IOM Shipping Association 
 
 
“I would fully support the initiative and believe the aims of the project are to be highly commended.  I like 
the idea of the concept encapsulated under the phrase ‘Freedom to flourish’ and agree the Island needs a 
vision statement such as the 55 words tabled at the meeting.  I still favour a slightly amended statement 
whereby “The IOM is a land of unlimited possibility” and that the second sentence is edited into a more 
punchy style.  The nine ‘selling messages’ certainly distil the essence of the Island, what it stands for and 
what it has to offer.” 
Captain Nigel Malpass, Malmar Marine Management Limited and Chair of Yacht Association 
 
 
Space 
 
"I must admit I had my doubts about the branding initiative, but after having seen some of the initial results 
I have to say I'm very impressed.  'Freedom to Flourish' is just simply superb, it's right on the money, and a 
perfect market message.  As a Manx man it also perfectly sums up my feelings about the Island and 
reinforces my business experience.  It is a fantastic message to lead the way for the Island's brand, 
especially with the space industry: it's what I feel in my heart, and practice in my life every day.  We have a 
lot to be proud of on the Island.  We're the best jurisdiction in the world.  Freedom to Flourish...I love it." 
Christopher S ott, President & CEO  ManSat LLC t ,

 

 
 
Branding Steering Committee 
 
“I believe the concept of ‘freedom to flourish’ will work very well with Isle of Man residents and our 
customers. It is a positive reflection of our values and should provide a focus for marketing initiatives across 
Government. It is clear that we need a much more cohesive and cooperative approach to communication 
and promoting the Isle of Man and this project has provided the necessary way forward.” 
Hon Donald Gelling CBE MLC, Chief Minister and Chairman 
 
“Branding has already achieved much before its launch.  It has brought together many individuals and 
agencies that have never met before who all recognise the value of the project and the fact that in so many 
areas the Island is misunderstood and potential is untapped.  However, its unique relationships and 
geographical position gives the chance of a world of opportunities because on the Island the individual and 
businesses have the freedom to flourish.” 
Hon David Anderson MHK, Minister of Education 
 
“The brand proposition "freedom to flourish" centred as it is around a sense of the community pulling 
together, represents a potentially powerful tool to project the Island internationally in a strong and coherent 
manner " 
Andrew Corlett, MD Cains Advocates Ltd 
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“I am very proud of what the Isle of Man and its people have achieved:  from a poor region of the British 
Isles to a successful international business centre and vibrant community in one generation.  I believe the 
concept of the ‘Freedom to Flourish’ is an effective means to convey this both at home and abroad, helping 
to win new friends and business while inspiring our nation to greater success.  This is a chance to convey a 
confident, positive, outward-looking, forward-looking society; I hope we take this chance.” 
Chris Corlett, CEO Department of Trade and Industry 

,
 

t t
 

,
 

 

 
“I fully support the Freedom to Flourish brand. It isn’t just a catch phrase that has been dreamt up for us to 
adopt, but instead is a reflection of what the Island has to offer and what people find so attractive about the 
Isle of Man.  I fully intend to use the brand in promoting the Island as a centre of excellence for e-business”. 
Tim Craine, Director E-business and Space, Treasury 
 
"Many countries are now undertaking Country Branding projects, but the IOM's, started over 2 years ago , 
and involving consultation with over 2000 people, is one of the most thorough ever undertaken by any 
nation. 
Based on our extensive research, the "Freedom to Flourish" concept is appealing to both IOM residents and 
customers, distinctive, and credible. The Tynwald Report demonstrates how it can be used as a Mananan - 
like central microchip, to build social cohesion, national identity, and economic performance. It is also rooted 
in the unique IOM values of independent thinking, resilience, and resourcefulness." 
Hugh Davidson, Visiting Professor of Marketing Cranfield University, School of Management 
 
“From birth our Island nurtures, encourages and builds an inherent pride in ourselves, our communities and 
our nation.  New residents quickly pick-up on this and embrace it too. 
In return, we want to contribute in our own way to the on-going success of our people, our communities 
and our Island.  This is the essence of “freedom to flourish”. 
Carol Glover, CEO Department of Tourism and Leisure 
 
"Throughout the discussions on “Branding”, we have maintained a vision of a society that understands, 
values, cares for and enjoys its heritage and nurtures it as an important part of its present and future 
success. Our heritage has formed our national personality. Our shared heritage provides the firm 
foundations on which we can all join together as a community and on which our freedom to flourish in the 
future can, and should, be built with pride and confidence.” 
Stephen Harrison  Director Manx National Heritage 

“I wholeheartedly endorse the branding project allied to the "Freedom to Flourish" concept as it has very 
positive connotations of a stimulating environment which encourages unrestricted opportunities to thrive in 
areas of choice whether business, sport, culture, heritage, lifestyle or a multiplicity of each.” 
Mike Hen horn, MD Aon (Isle of Man) L d 

“The IOM have a number of unique advantages such as the quality of life, unmatched economic growth, the 
close working partnership between Govt and the Private Sector as well as the positive encouragement and 
room to grow /establish business. These advantages have to some extent been hidden or at least not 
communicated in a cohesive way. The Branding project and the Concept "Freedom to Flourish" draw all 
those advantages together into on simple message that will enable everyone on the Island to sell the Island 
in a very focused and cohesive way but more importantly with confidence that is not the case currently.” 
Jerry Linehan  CEO Conister Trust PLC 

“Freedom to flourish is a highly contemporary and motivating brand proposition that not only engenders 
support from residents, but also conveys attractive and forward-looking attributes to non-residents.  If the 
proposition can be lived up to, the continued economic success of the Island will be greatly enhanced.” 
Findlay MacLeod, MD IOM Creameries 

“Freedom to flourish accurately encapsulates the range of opportunities available in the Isle of Man utilising 
the talents and ingenuity of the people and links this with a growing and successful economy supported by 
an Independent Government providing political stability.” 
Martyn Quayle MHK 
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“Over the past two decades the Isle of Man has firmly established itself as a premier international finance 
centre - this progress being reflected in significant year-on-year economic growth. The Island has also made 
meaningful progress in diversifying its economy, expanding into the shipping, film and latterly e-gaming 
sectors.  
For this progress to be maintained the Island has to continue to attract investment, new businesses and 
skilled people. However, it is vying with jurisdictions across the globe for these commodities. If the Island is 
to be successful in this fiercely competitive arena it must sell itself better. It needs to eradicate dated and 
inaccurate perceptions of what the Island has to offer. 
Country branding is the ideal vehicle for alerting the world to the fact that the Isle of Man is truly a 21st 
century country. 'Freedom to Flourish' will serve as a magnet for investors and entrepreneurs in search of an 
environment that will enable them to fulfil their ambitions. It will also inspire Island residents achieve their 
full potential. 
The Island's history is proof that 'Freedom to Flourish' is not a hollow promise.”  
Trudi Williamson, Deputy Chairman, Isle of Man Newspapers 
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Appendix 5:  Recommendations by Acanchi for launch of brand proposition 
 
The 2 attached presentations summarise the findings and recommendations regarding how to bring the 
brand proposition to life for the people of the Isle of Man and its customers, across several facets of Manx 
life – education, sport, culture, heritage as well as business.  This is a synthesis of all the findings and 
thinking of Acanchi, the Country Branding specialists, who have been supporting the Branding Project for 
over a year. 
 
The first presentation, entitled ‘Isle of Man Country Brand Positioning Strategy’, provides a summary of the 
brand proposition. 
 
The second presentation, entitled ‘Delivering the Brand Promise’, provides an analysis the major 
opportunities and challenges for the brand proposition, both for IOM society and for the major business 
sectors. 
 
Both use rich visual and textual material to stir both rational and emotional thinking and are intended to 
stimulate informed debate. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 52



1

Isle of Man country brand 
positioning strategy

The brand positioning strategy



2

Unveiling the positioning strategy

The factors that make up this strategy have been examined in 
qualitative and quantitative research. Out of eleven original concepts 
this positioning strategy is the distillation

The values and personality definitions have been inspired by the
workshops and individual interviews as well as desk research

Positioning

What makes the Isle of Man different and able to stand out from its 
competitors?



3

Positioning

The Isle of Man is a land of possibility where people and business will 
find the right environment in which to reach their full potential, 
whatever they feel that might be

Proposition

The real benefit that the Isle of Man can offer
“What’s in it for me?”



4

The brand benefits work at three levels

Rational: the clear practical advantages, the most often cited

Emotional: the deeper, pulling benefits – but often hardest to articulate

Sensory: the seemingly ‘fluffiest’ but often the gateway to the emotions 
cf Proust and the Madelaine cakes

All elements of the brand are important but the degree of importance will 
vary by target sector

Proposition

FREEDOM TO 
FLOURISH
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Freedom to Flourish

The rational benefit of “freedom to flourish”

The environment in the Isle of Man allows me to flourish as:

A resident: e.g. excellent education, safer environment, tax advantages, 
interconnectedness, less hassle with reduced commuting, great Arts and 
sports options etc

A business: low tax, less crime, effective public/private sector 
collaboration, generous grants, interconnectedness between business and 
life etc
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The emotional benefit of “freedom to flourish”

Because the environment is right, I am free to flourish, therefore:

As a resident: “I feel more fulfilled, I feel better about myself”

As a business: “I feel good about myself and my business”

The sensory benefit of “freedom to flourish”

I feel more stimulated and fulfilled because of the rich sensory
environment, which has been maintained on the Isle of Man – I am closer 
to the elements, I have space to breathe, to think, to be

This helps strengthen the emotional bond
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Supporting messages (substantiators)

These supporting messages are reasons to believe the brand strategy

The nine outlined are the ones that performed particularly well in 
research, although there relative appeal differed between residents & 
people off island

In the future these messages can be brought to life in imaginative ways, 
such as testimonials, success stories, league tables & award schemes. 
New initiatives will be needed to ensure that the more visionary
elements of the brand are met

Supporting messages (substantiators) – what is 
important to people living on the Isle of Man

EXT

9

8

7

6

5

4

3

2

1

9The Isle of Man has a heritage of originality spanning centuries. That is why there is not only a vibrant arts scene but also successful new sectors such as 
shipping, movie-making, aerospace services and e-business

5The Government, of this independent nation, is agile and responsive, able to meet the needs of both business and local communities by creating effective 
new legislation, cutting red tape and reducing bureaucracy

1Effective public/private sector co-operation has led to a first rate business environment with world class telecom and broadband, business support systems, 
grants and zero rate corporate tax

3The Isle of Man has a successful and diverse economy - 90% of supported new business start-ups succeed and its economy is growing at three times the 
rate in Europe

6Centrally located within the British Isles, the Isle of Man is secure and relaxing yet dynamic and successful. That’s why it achieved the highest rating ever 
polled by MORI, as a place to live

2The Isle of Man financial services industry, started from scratch around 30 years ago, has won the major awards year after year. For example, it’s been 
“Best International Financial Services Centre” in each of the past 5 years.  It also consistently retains the top grade Standard and Poors AAA credit rating

8The Isle of Man is a land of outstanding natural beauty. The dramatic scenery spanning majestic mountains and enchanting glens, invigorates the senses 
and provides an inspirational space to think and breathe

7Quality of life on the Isle of Man is high – with little commuting, low personal taxes, very low crime and a lively arts and cultural scene

4The Isle of Man’s education system is first rate. Its results consistently outperform the UK, building the necessary skills for C21st success, and over 75% 
of pupils achieve an IT qualification
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Supporting messages (substantiators) –what is 
important outside the Isle of Man

INT

9

8

7

6

5

4

3

2

1

9The Isle of Man has a heritage of originality spanning centuries. That is why there is not only a vibrant arts scene but also successful new sectors such 
as shipping, movie-making, aerospace services and e-business

3The Isle of Man is a land of outstanding natural beauty. The dramatic scenery spanning majestic mountains and enchanting glens, invigorates the 
senses and provides an inspirational space to think and breathe

2Quality of life on the Isle of Man is high – with little commuting, low personal taxes, very low crime and a lively arts and cultural scene

5Centrally located within the British Isles, the Isle of Man is secure and relaxing yet dynamic and successful. That’s why it achieved the highest rating 
ever polled by MORI, as a place to live

8The Government, of this independent nation, is agile and responsive, able to meet the needs of both business and local communities by creating 
effective new legislation, cutting red tape and reducing bureaucracy

1The Isle of Man’s education system is first rate. Its results consistently outperform the UK, building the necessary skills for C21st success, and over 
75% of pupils achieve an IT qualification

6The Isle of Man has a successful and diverse economy - 90% of supported new business start-ups succeed and its economy is growing at three times 
the rate in Europe

4
The Isle of Man financial services industry, started from scratch around 30 years ago, has won the major awards year after year. For example, it’s been 
“Best International Financial Services Centre” in each of the past 5 years.  It also consistently retains the top grade Standard and Poors AAA credit 
rating

7Effective public/private sector co-operation has led to a first rate business environment with world class telecom and broadband, business support 
systems, grants and zero rate corporate tax

Values

What are the beliefs and associations with the Isle of Man?

To take the country forward, although rooted in reality there must be a 
visionary element
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Values

Independent thinking

Resilience

Resourcefulness

Community Loyalty

Personality

What sort of a character do we project at our best?
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Personality

Spirited
Authentic
Encouraging / supportive
A combination of conventional and unconventional
Colourful and multi-layered
Secure
Understated
Salty
Lyrical

Personality

The Spirit of Man

Inspiring yet enigmatic, the Spirit of Man is an embodiment of the 
ancient Manx motto “whichever way you throw me I stand”. It has at 
its heart three characteristics - resourcefulness, resilience and 
independence. Today, the people of the Isle of Man continue to 
demonstrate this spirit as they use their agility to carve a successful 
niche in the world and maintaining a sense of community loyalty.
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Freedom to Flourish

The values and personality take on a greater 
importance in some sectors

They represent the defining qualities of the nation which lift it above the 
ordinary and express its unique stance

For visitors, whilst ‘freedom to flourish’ gives a positive message about the 
island and what to expect from its people, it is of less direct relevance

This doesn’t mean that the brand as a whole is wrong, it is simply a question of 
understanding where the emphasis should lie

For visitors, the emphasis lies in the spirit or personality of the place, that which 
makes it stand out from other more plastic places

Whilst for business operators the proposition ie being able to fulfil your potential 
will often be of greater relevance
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Brand positioning strategy - summary

Spirit of Man
Spirited; authentic; encouraging / supportive; a combination of 
conventional and unconventional; colourful and multi-layered; secure; 
understated; salty; lyrical

Personality:

Independent thinking, resilience, resourcefulness, community loyalty
Values:

See the nine agreed key supporting messagesSubstantiators:

Freedom to flourishProposition:

The Isle of Man is a land of possibility where people and business will 
find the right environment in which to reach their full potential, 
whatever they feel that might be

Positioning:

Freedom to flourish
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Freedom to flourish

The rich sensory offer of the 
Isle of Man
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Sensory imagery

The sensory imagery, the sounds, smells, visual colours & icons, the 
tastes & textures all stimulate & inspire. 

These powerful & distinguishing elements, in their particular 
combination can be brought to life through product & service 
development, merchandise & promotion.

Colours

Jewel-like, luminous

Blue of the sea/sky/bluebells, green of the hills, yellow of the gorse, purple of the heather, red 
of the fuchsia, black of the granite

Landscape: proximity of the seasons - brooding nature of the landscape in winter - bright, fresh 
colours of summer; the sea is all around; but within this small island is a variety - beaches, 
mountains, waterfalls, glens
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Smells

Complex, layered perfume

Top note: Clean, fresh, ozone, the sea

Middle note: Slate, smoke, wild-garlic, seaweed, gorse

Base note: Woody, damp, musty (ancient), earthy

Icons

Three legs of Man

Archibald Knox - product design

Bryan Kneale - sculptures

TE Brown - the poetry

Illiam Dhone

The Peggy

Fuchsia

Bluebells

Ragwort

Gorse

Wild orchids

Loaghtan sheep

Laxey wheel

Policemen’s white helmets

Douglas Promenade

Tynwald Hill

Snaefell

The Sound

Glens, waterfalls and coastline

Tower of refuge
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Sounds

Silence

Murmur of sea, pebbles rolling up and down the shoreline, waves crashing

Wind rustlings through the trees, violently howling over the hills, screeching through the streets

Birds: seagulls, choughs, oyster catchers and curlews

Seals calling at the Sound

Ellan Vannin

Land of our birth

Fisherman’s Evening Hymn

The roar of motorbikes

Slightly melancholic, minor key, haunting - almost elemental

Sensory
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Sensory 

“There is a real charm and energy to the place that makes it 
really quite magical .”

Johnny Vaughan (The Observer 08/03/06)

Moving forward
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Bringing the brand to life

The brand is concerned with the whole experience of the Isle of Man for 
all who encounter it

There will be implications for all segments of the nation, in terms of 
meeting the proposition aims politically, culturally, socially and 
economically

Freedom to flourish has many advantages as a 
proposition

It is broad enough to include a wide range of stakeholders, as it is not 
prescriptive: the very essence is about exploring individual or personal 
values – areas of development/measures of success are largely up to 
individual preference. This makes it inclusive

It contains both a statement about the IOM offer and a clear benefit to its 
target audience: the conditions in the IOM have been carefully developed 
so that you are free to fulfil your potential
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Freedom to flourish has many advantages as a 
proposition

It is differentiating: it sets the IOM apart from other countries

It is credible: the list of substantiators including first rate education 
system and favourable business environment, coupled with factors such 
as little commuting and accessible natural beauty a stones throw away, 
are some of the examples of the support for this strategic positioning

It is visionary and ambitious: this is not a static positioning, by its very 
nature it is dynamic – supporting the IOM’s journey forward – both 
allowing and encouraging change

However, as with all brand positioning strategies, care must 
be taken with implementation

For example, transforming the strategy into communication campaigns 
where the true intent is clear. A small shift in meaning can at times have 
potentially disastrous consequences

In the case of ‘freedom to flourish’, the end benefit is the ability to 
flourish – to realise your ambitions, to fulfil your potential whether that is 
in a business, personal or family context

The freedom stems from the fact that the IOM has carefully developed an 
environment which both allows and encourages you to realise your
ambitions. Discussion of freedom must therefore be contained to this 
context i.e. it is not freedom per se but freedom to allow you to flourish
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Over emphasis on freedom can be problematic

Concentrating on ‘freedom’ will only give part of the picture

‘Freedom’ as a concept can raise deep philosophical divisions which 
undermine both its clarity and effectiveness 

Freedom is often equated with democracy although even within 
democracies the concept is confusing

What type of freedom is the IOM advocating - would it for example 
include the freedom to end your life – i.e. euthanasia?

Absolute freedom is at best an over statement and may well in a 
society be a logical impossibility

Over emphasis on freedom can be problematic

Exploring  the ‘freedom to ….’ idea further shows some of the 
dangers 

For example ‘freedom to roam’ – how will farmers feel about 
individuals tramping over their crops? Or the ‘TT’, it is not difficult 
to imagine the headline ‘freedom to die’ being plastered all over the 
Guardian
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Over emphasis on freedom can be problematic

Additionally whilst the concept does have an element of respecting 
the individual, not forcing people or coercing them against their better 
judgement or natural inclinations, within a small society where all 
functions need to be filled, there will inevitably be some curtailment 
of individuals’ freedoms 

Not everyone can become a member of Tynwald, not everyone can 
become a concert musician, not everyone can become a banker or an 
artist

Overplay of the freedom part of the concept is a dangerous road to 
follow

Over emphasis on flourish can also be problematic

For example in the case of education some cynics may ask how can
people flourish educationally on the IOM  when all tertiary level 
students have to leave the island in order to study
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Avoiding the pitfalls

The best way of avoiding these potential pitfalls is by accentuating the 
benefit of the ability to flourish, tempered by the realisation that this 
ability is a direct result of the positive conditions within the IOM but that 
there is also an element of individual application

On the IOM you are given the means by which you can fulfil your 
potential and the rest is up to you

Evaluating the implications

The Government: is it living up to the brand promise and putting in place 
the right foundations, in all areas of life on the Isle of Man?

Businesses: are they communicating the brand in the right way?  
What initiatives need to be introduced to help to realise the brand?
How can different sectors work better together for the common aim?

Residents: what do they need in order to help them fully realise the brand
and their potential?  What changes need to be introduced?

External audiences: visitors, trade partners, customers – how can their 
needs from the brand be met?
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Isle of Man country brand 
positioning strategy
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Delivering the brand promise

2
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1) The Main challenge
2) Other challenges and barriers
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5) Business & leisure Visitors
6) Manufacturing
7) E Business
8) Shipping
9) Film
10) Residents
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Overview

Acanchi conducted a series of workshops on 1st and 2nd March 2006 
where the brand positioning strategy was discussed and some of the specific 
issues and opportunities raised

The following charts incorporate the discussions at the workshops & 
Acanchi’s own thinking

4

Where is the real challenge?

Trust Values Fascination Values

IOM √√√ ?

Cayman ? √√

Hong Kong √√ √√

Jersey √√√ √√
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The Isle of Man can fascinate, but it is not currently easy to 
access those experiences

From the enchanted glen to the majestic mountains, from the roar of the 
motorbikes to the fun of the parish walk to the excitement of performing at 
the Gaiety Theatre…

There are many, many hidden treasures that locals enjoy.
Some of these things will never be that accessible to the 
short stay visitor, so how do we capture the essence of 

the Isle of Man’s fascination in a few everyday touch-points? 

6

Changing mindsets

Opening eyes to the creative possibilities and allowing the yin and the yang 
to co-exist

Seeing things differently!
Co-create!
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What are the barriers and the challenges to delivering the 
brand promise ‘freedom to flourish’?

The biggest barrier to delivering the brand promise for visitors is the lack of 
the ‘soft values’ for visitors. Locals enjoy many ‘soft values’ already, but 
other ‘soft values’ are essential if one wishes to attract serious investors and 
businesses in the future

The environment has to be right to deliver ‘freedom to flourish’. The 
environment is not simply defined in pure economic terms

What are the ‘soft values’ that are missing?

8

Why is the absence of the right ‘soft values’ holding you 
back?

The Isle of Man’s current reputation is partly deserved:

Unwelcoming

Cold

Backwater

Backward-looking

Communication per se will never do the job.
The challenge is to change the mindsets and 

behaviour and actions
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Changing the mindset quickly

We need a few defining gestures, ie. a few specific initiatives that take on 
symbolic value to the world that the Isle of Man really is changing

These initiatives have to be high profile or easily understood and topics of 
informal conversation

The issue is that most of the initiatives to date are either invisible 
eg. the new fast growing business sectors or infrastructure projects that do 
not capture the imagination

What are examples of the type of initiatives that need to run in parallel with 
these other very important business development and infrastructure 
policies?

10

Some of the ideas

Urgent need for a 5 star hotel, something special and memorable, ideally, 
bespoke to the Isle of Man (see our Archibald Knox Hotel inspired by 
Charles Rennie Mackintosh, Glasgow)

A few one-off restaurants, of the highest standard of fresh ingredients, local 
where possible and with flair in the actual delivery, with a memorable chef 
and/or owner, or at least a memorable experience

A few fabulous cafés and bars, where hygiene and fresh air are priorities 
and where there is a view…the aroma of coffee and freshly baked cakes…

A shopping experience that is unique to the Isle of Man, located in Douglas
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Archibald Knox boutique hotel

12

Some of the ideas

Unique artisanal shops, local specialist bakery, art gallery, pottery, 
jewellery, textiles, books, cafés i.e. a transformation of the 1950s style 
Jimbo’s Parade into a beautiful boutique environment under a glass roof cf. 
Leeds or Milan Galleria

A few choices of evening entertainment demonstrating flair & finesse - eg. 
a small jazz club, a café where local musicians perform from the fiddler to a 
local singer…

An airport experience that is 100 times more welcoming and an 
environment that evokes the Isle of Man where you can almost smell the 
wild garlic! It is a modern representation of the spirit of the place and 
people - from the posters that reflect the nine key supporting messages (ie. 
not simply the beauty of the landscape - even though that would be a good 
start! - but also the excitement of some of the new burgeoning industries: 
film, space, shipping)
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Some of the ideas

Taxi drivers who have clean, fresh smelling cars, the Isle of Man 
newspaper, the ‘What’s on in the Isle of Man’ magazine…

In other words, the Manx welcome is an essential part of delivering the 
brand to visitors

The buzz and lively atmosphere are contributing to the sense that this is a 
‘happening place’…

14

An iconic piece of architecture, progressive in its vision, yet sympathetic to 
its environment…where the experience is unique in the world…

It could be an art gallery cf. Bilbao

It could be a science/botanical centre cf. Eden Project

It could be some experience that does not imitate any other 
eg. underwater marine museum/centre or a Celtic/Viking 
celebration centre of culture and performing arts, where
every week a band or troupe of performers from Norway,
Ireland, Brittany, Wales and Scotland are showcased
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The integrated services 360 degree building

16

Some of the ideas

The opportunity to support local talented artists or encourage artistic 
endeavour, symbolising the proposition ‘freedom to flourish’. The local 
fashion designer, local band, local chef, local painter, potter, poet, novelist, 
sculptor…

Bringing to life the multi-layered Manx personality - a fascinating 
ingredient is the rich, dark and colourful folklore eg. a new Manx café
experience where each Tuesday afternoon Eunice or another raconteur 
entertains the guests with tales and mysteries
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Funding: sharing responsibility

Bringing the brand strategy to life is not simply a question of advertising 
and PR campaigns. Much good work can take place internally, at the outset, 
and companies can volunteer to support particular initiatives; normally, 
these initiatives are all funded by the private sector. Advertising budgets for 
finance, visitors and other sectors can be strengthened by ‘pooled’ budgets.

An auction event could be a way of encouraging the private sector to 
sponsor specific initiatives

18

Other challenges and barriers
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Eradicate the Isle of Man’s schizophrenia

Inertia vs. Can-do

20

Getting rid of the silo culture

Fragmentation of effort and thinking are barriers to progress; everything is 
interconnected and it is essential that people see the big picture and 
understand that some of the big issues cannot be dealt with in isolation 

eg. A 5 star hotel is not just relevant to conventional 
tourism. The lack of it is holding back the potential 

growth of business generally
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No hype. It has to be the real thing

There’s no point spending advertising money behind this brand if there is 
no real commitment to transforming the ‘soft values’ rapidly and 
convincingly

Take a leaf out of Shanghai’s, Cardiff’s or another 
progressive nation’s pocket, where the people are 

changing the ‘soft values’ within months and years, 
not decades…

22

How to develop a brand, that is coherent?

Create a development agency ethos

Identify clear objectives.  What are the critical issues/activities that will 
deliver the brand?

One PR consultancy responsible for core brand messaging - all high-profile 
PR, not just financial services sector - to reflect brand values and 
personality in a range of cultural, social and economic contexts. In 
conjunction with specialist PR consultancies with specific briefs eg. 
shipping, e-business, space, domestic PR, etc. 
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Inspiring locals by twinning with stimulating cities and 
encouraging secondments and exchanges

Why not twin with Shanghai on the essay-writing competition about their 
hopes and dreams for their nation that they too are running for their 17-year 
olds?

Why not twin with Bangalore to benefit from the Silicon Valley culture?

Why not twin with Oslo to experience a Viking culture where standards are 
high in every sphere?

Why not twin with Dublin to taste the Celtic Tiger magic?

24

Breaking the vicious circle - one example

“I don’t eat out, 
because it’s not 
value for money”
(Customer)

“My restaurant couldn’t 
survive…it’s dead 3 
months per year…”
(Restaurateur)

“Don’t create loyalty building schemes,
it’s a sign of desperation”
(Tourism/Trade)
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Creating a virtuous circle

“I love going out
To eat, once a week, 
now that it’s value for 
money and it’s a special place
And the food is fabulous”
(Customer)

“Thanks to Gordon Ramsey’s visit to do a TV 
programme on ‘Kitchen Nightmares’ we have 
now radically transformed the customer 
restaurant  business” (Restaurateur)

“Thanks to the campaign to use local fresh produce imaginatively 
coupled with Manx Food Week, to promote it, we are seeing much 
more business week in week out. So we can offer good value in a 
way that the old volumes of customers could not justify” (Tourism 
Trade)

26

Being stimulated by experts in each field:

How to attract them to the Isle of Man to transfer some of their thinking and 
energy? 

Maybe a TV programme charting the progress of a society in transition…

A Rick Stein to give two days of talks and workshops, or 
Gordon Ramsey with 3 chefs seconded for 3-month 

periods

A Stella McCartney to give two days of talks and workshops, or 
Vivienne Westwood with a design competition/scholarship to 

develop a range of clothes, based on the 
new Isle of Man colour palette
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Being stimulated by experts in each field:

eg. Alan Sugar to give two days of talks and workshops, 
with an entrepreneur’s competition 
designed to encourage more people to 
conceive new business ideas - ‘The Manx 
New Business Plan’ Award

eg. Anita Roddick to give two days of talks and workshops, 
with a new ‘Authenticity Retail’ award 
scheme and scholarship on offer for the 
best Retail Concept idea

28

Who will drive some of these new initiatives?

As part of the Manx Development Agency there will need to be someone, 
possibly from the private sector, who is clued up on PR, highly creative and 
used to delivering projects with a terrier-like instinct
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Other challenges and barriers

Across the whole of the hospitality sector service and quality are not 
understood, bar a few notable exceptions

Island accessibility: cost and frequency

Government agility

Break down barriers between ‘us’ and ‘them’…eg. old school Manx elite 
vs. others, conservatives vs. progressives (re: Acanchi Stage I Research) 

30

Financial Services
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Financial services sector is the epitome of the brand 
proposition and the values

‘Freedom to flourish’ is contingent on the right environment for the people 
and businesses to succeed
eg. the right controls… yet not a stifling environment

The development and continued success of the sector embody the values:

Independent thinking
Resilience
Pragmatism
Ingenuity
Commitment to constant improvement

It would be useful for the sector group to build a bank of specific examples 
that demonstrate these values

32

Financial services sector: current status and real challenge 
for the brand

An effective promotional capability

Sector messaging already established

‘Hard’ factors, constantly reviewed or scrutinised

‘Soft’ factors are critical: the spirit of the place, its people and 
characteristics and importantly the quality of life

“My wife preferred Jersey… so, we set up our bank there”

This group chose to focus exclusively on the soft value
barriers. They didn’t want to discuss anything else
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Financial services sector: potential barriers/issues

Increased global pressure?

Not always innovative?

Appropriate range of products and services?

Really on the ball?

Accessibility? Frequency?

Perceived cost of travelling?

Availability of quality staff?

34

Financial services sector: potential barriers/issues

Infrastructure limitations - not telecoms, but business support services?

Poor perception of the IOM, out of touch with reality (“not a sexy place…
lacks finesse… sophistication…”)

Poor perception of climate

Absence of attractive hotels, boutique retail offer, star attraction…

Corporate hospitality service levels fall short of acceptable minimum 
standards, except in a few places…

These issues all need to be addressed urgently
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Locals need to value the interdependence of economy & 
quality of life

The quality of life enjoyed by residents on the island is the result of being 
able to afford this

Financial services was in many ways the ‘saviour’ of the island

Most residents understand this viewpoint intellectually but are reluctant to 
endorse it fully

Scope to make more of the interconnectedness of the island’s economy, 
culture and service industries through a new PR drive, with the desired 
outcome that barriers between people are broken down

36

Financial services sector: going forwards

Address the ‘Soft’ factors - make it seamless and fabulous

Play up the special factors that make the Isle of Man unique (but in a soft 
way - it’s about making sure that people know they are somewhere 
different, rather than over-egging the point) - the cultural icons, the natural 
beauty, the language etc.

Get the residents on board - placing the financial services sector as an 
integral part of the island, interconnected with all aspects of island life
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‘Freedom to flourish’: what best symbolises this notion?

“The Manx 5p is the perfect size as a golf marker, so by putting a golfing image on it, it 
became golf currency around the world – a small & constant reminder of the IOM”

“The Isle of Man & Japan are the only places with 3.5G”

“The beauty of a natural place, at peace with the world – an amazing place to work”

“Plastic pound notes”

“The Queen on the Isle of Man bank note is without her crown – connected but independent 
from the UK”

38

The sensory experience is important to financial visitors

Where is the evidence of Manx flair and finesse? Something to write home 
about… the wow factor?

e.g. a golf course with iconic hotel and club house. Can we ensure that the 
proposed Castletown initiative has a touch of magic? 

A taxi service where each driver has an Isle of Man newspaper and ‘What’s 
on in the Isle of Man’ in the back seat… spotlessly clean, no cigarettes…
(“Taxi of the year award”)
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The sensory experience is important to financial visitors

eg. A memorable Archibald Knox boutique hotel, c.f. Charles Rennie
Mackintosh in Glasgow or Hotel du Vin

eg. Sponsored hanging flower baskets/tree planting/landscaped roundabouts 
(‘Green Man’ task force)

eg. Not just the world class golf course, but the inspirational spa/Tai 
Chi/Pilates centre…

40

Improve the restaurant offer by encouraging people to 
frequent them

eg. Build loyalty schemes like a points system giving discounts for usage; 
eg. Jersey’s £10 February meal offer equivalent

eg. Invite Rick Stein to second three of his trained chefs to set up a fish 
restaurant and cooking school…
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Help bring the culture and joy of the place alive

Greater celebration and involvement in festivals
Tynwald Day, the parish walk, hop tu naa, Douglas carnival, Peel Viking Festival, 
agricultural shows, Jurby air festival, the TT, the Guild

Not about taking them over, but adding to them, getting involved. Will add 
to the spirit and raise the unique culture of the island and link the financial 
sector more closely to the people

e.g. Sponsor stalls, competitions, food and drink tents, transport, competitors taking 
part, etc.

42

Getting involved with the community

Establish an annual essay writing competition - could initially be focused 
on the brand proposition “freedom to flourish”

Prizes could be linked to Isle of Man industry sectors abroad, e.g. visits to Houston, 
London, Hong Kong, Beijing

Initiate cultural work exchange programmes, eg. a group of young
professional people from Shanghai come over and live with families on the 
Isle of Man for 6 months and vice versa

Work with tourism to sponsor some of the Isle of Man sports events, eg. 
round island yacht race, fishing boat race, power boat world championships

Corporate entertainment opportunities
Link with other events in the UK to raise awareness
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Products

44

Products: what a missed opportunity

Lacklustre product offer, limited range

Imagine what it could be!

Yorkshire, Ireland, Scotland,… and many other places have worked hard to 
invent products and services with their own particular spirit and local 
colour…
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There is a reciprocity  between a country and its brands

Guinness Ireland

46

Ireland: mutual benefit

Bushmills

Kerrygold

Guinness

Ormo
soda bread

Tayto
Crisps

Quiet confidence

Craftsmanship
Authenticity

Naturalness
Honesty

Soul
Artisanship

Purity
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Products: questions

How to encourage this sector to take off?

What types of products could stem from the Isle of Man?

How to establish ‘brand surgeries’ to advise local producers?

How to use the sensory characteristics and the personality in product 
marketing and development?

How to set up enterprise schemes with grants to get a selection of branded 
Isle of Man products off the ground?

How to improve the standard of creativity and quality in packaging design? 
How to inspire designers with the Isle of Man’s contrasting colour palette?

48

Products could play an important role in realising the Isle 
of Man brand

At a simplistic level they communicate  provenance and authenticity

But more than this they can encapsulate the spirit of the place
– bringing to life the values and personality – ie. what the IOM stands for

With one or two exceptions the existing IOM product offer is commodity 
based rather than added value and as such adds little
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Isle of Man products need to spearhead a surge of interest 
in the nation

At present there is one overriding barrier – a lack of interest through poor 
or indifferent perception

Products are underpinning this perception rather than helping to overturn it

Not only is there an opportunity to excite potential customers with the IOM 
product offer, there is also a real need

50

What an appropriate and stimulating product offer can do

Help reinforce the brand and communicate it more widely

Intrigue and excite consumers leading to enthusiasm and positive
perceptions of the Isle of Man

Not just retailers but consumers in their broadest sense – the business man who 
wants to buy a gift at the airport, the couple who want a reminder of their fabulous 
weekend on the Isle of Man, the locals who want to show off the best of the island 
to their visitors etc. Each time a beautifully designed product is used or given it 
underpins the qualities and spirit of the Isle of Man.

The product offer of the Isle of Man could play an enormously important 
role in bringing the whole brand to life and importantly changing existing 
negative perceptions
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Existing products of the Isle of Man

Kippers
Fudge
Woollen blankets
Limited natural beauty products
Cheese
Loaghtan lamb
Queenies
Stuffed Manx cats
Manx knobs
Ice cream

There are some good products but overall the sector appears disjointed, 
lacks a Manx character and is often let down by its packaging and retail 
positioning

52

‘Freedom to flourish’ is a visionary proposition for the 
product sector 

Sectors such as finance, film, shipping and e-business have bloomed in 
recent years

But products have lagged behind  

It is important to the island that this changes and it could be important to 
the economy
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Let’s look at freedom to flourish in a lateral way!

There is a great provenance story

Incredible levels of traceability

‘Farm fresh’, green fields, disease free

Rare breeds

Flora rich in potential for fragrance & aromatherapy development

But above all, Premium - more Waitrose than Aldi

54

Some potential actions to stimulate the sector

Embody the brand spirit by giving people the tools so that they can flourish

Run brand surgeries to promote an added value climate

Establish enterprise schemes with grants to get a selection of branded IOM 
products off the ground

Establish training schemes for the soft as well as the hard parts of 
businesses

eg. packaging and design grants and workshops, packaging design competition 
– with annual awards for the best packaging, annual new product award scheme 
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The personality of the Isle of Man should lie at the core of 
the Isle of Man product offer

Spirited, authentic, encouraging/supportive, conventional /unconventional, 
colourful and multi-layered,  secure , understated, salty and lyrical

What types of products do they inspire?

What sort of packaging?

What sort of retail outlet and marketing promotion?

56

The rich sensory imagery of the island can also help drive 
product creation and design

The jewel-like colours, the constant presence of the sea, the rich smells, etc. 

It’s not about simple Celtic knot jewellery that you get anywhere from 
Brittany to Cornwall but about using the rich sensory experience of the Isle 
of Man to bring the spirit of the place alive in an imaginative way

For products the brand is rich. Not only will using the specifically Manx 
elements as expounded in the personality and the sensory icons help the 
product sector build up an imaginative offer, but it will also play a bigger 
role in communicating the spirit of the place – making the Isle of Man an 
intriguing place, far higher up the radar than it was
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Product ideas

Kippers upmarket pates, boxed gift sets cf. smoked 
salmon, crockery, tableware, napkins, 
home perfumes and candles to neutralise the 
odours, etc.

Range of natural that can be used in the hotels and spas
aromatherapy products 

Pewter frames and other Archibald Knox styled objects for 
the home

Fudge make it different with inspirational packaging 
-independent thinking

Tartan- inspired products but Vivienne Westwood not Littlewoods

Cheeses Stilton inspired gift packages for Isle of Man 
cheeses

58

Hand made chocolates

Beers

White spirit

Queenies/scallops take inspiration from Ireland and Scotland -
can Queenies be the new salmon?

Film/TV series about the IOM the ‘Braveheart ‘ equivalent

Recipe competition for using not WI style but WDA style showing off the as 
Manx produce island well as the recipes 

A Sea festival in Port St Mary celebrating the Island’s maritime heritage 
but brought up to date with panache – food 
stalls, competitions, music, theatre, Art, 
crafts, etc
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Freedom to Flourish

60



31

61

Leveraging the film industry knowledge

How to put the Isle of Man on the map and reflect its special values by 
creating an award-winning movie? A story about Iliam Dhome? Or the 
T.E.Brown’s Betsy Lee?

“Betsy Lee is a much better story than the French Lieutenant’s Woman”
IOM Poet

62

Getting the island behind produce

Local people aren’t supporting local products.  They need to vote with their 
wallets

Also need to get local hotels and restaurants to make more of Isle of Man 
produce - in season, local

“Not everything should or can come off the boat”

Rather than support businesses the Government’s role is facilitator and 
enabler, eg. Government could sponsor a ‘Buy Manx’ PR/advertising 
campaign to encourage support of local businesses and services
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Need for greater co-operation across sectors

The private sector rarely bonds together

BBC Good Food show works well but not enough of this 

Problem is it is not financially beneficial for all

Solution needed for cohesive promotion of the island – needs to be a cross 
sector working together – film and produce and tourism and hospitality –
looking at the whole offer for the island

“Everything is interconnected”

64

Business and leisure visitors
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Business and leisure visitors

There is a good understanding of the big change in vision and scope to be 
made and that change has already been initiated: there are some green 
shoots appearing…

No compelling reason to visit (TT aside); quality of the offer does not live 
up to 21st century expectations. These are acknowledged barriers

Opportunities abound, but most external audiences are not aware of hidden 
treasure… ripe for further development… this discussion is not limited to 
external  visitors

66

Business and leisure visitors: how does the proposition 
“freedom to flourish” connect?

A visionary proposition…
“…bring alive the spirit of the people, the place and the history…”

Vision:

“How excited am I to see the pride people are taking in the way a
new hotel is being designed, the way a new festival is planned…”

Resident:

“You as a visitor will flourish - you have the space to breathe, the 
space to relax, the majestic mountains, the enchanting glens, the 
sea, a whole host of sensory imagery that stimulates and relaxes…”

Visitor:

“Your visitor business can flourish because business conditions are 
right - low tax, 0% corporate tax, tourism business grants, etc.”

Trade:
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How to make the visitor experience truly Manx?

Lack of real sense of place in the Isle of Man

The fairy stories, the myths and legends, the local art hung in the rooms, the 
local produce, the Manx blankets on the bed etc. 

Too often it’s just the ‘I could be anywhere’ experience

Need to make more of this – but must be in context with the brand, ie. an 
authentic and genuine experience, not plastic and ‘created’

68

Cultural development: let’s celebrate!

The Manx culture is very precious; its language, the nation’s customs, festivals, 
Tynwald, creative artists, performing arts… can all be celebrated and enjoyed 
more…

How to promote young creative talent with more awards, 
sponsorship, celebrity status, etc?
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Spirit of the people: in addition to the brand strategy outlined in the 
book, how to revel in the myths, legends and folklore?

King Orry

The fairies
Li‘l people, Themselves, Mooiney 

Veggey

Enbarr
Finn Macooil

Tarrooo Ushtey

Manx Hallowe‘en

Bugganes

Phynodderree

The spreading of primroses, Kingcups or 
other yellow flowers across the doorstep to 
prevent Themselves making mischief

Putting a crosh cuirn over the mantel

Raking the embers to check for fairy footprints

Fairy hunts, fairy mound, fairy stones 
(eg the Saddle Stone)

Moddey Dhoo of Peel Castle

Christian Mummers in Peel

Hunt the Wren
Quaaltagh

70

Developing a sense of nationhood implicitly and with flair

Nothing to make you cringe 

Sports champions (Mark Cavendish’s Gold Medal, Commonwealth Youth 
Games 2010 is a great target)

Musicians

Writers/poets/sculptors/architects

Iconic architecture

New festivals e.g. Skeddan fish festival

Let‘s celebrate Let‘s encourage 
Let‘s sponsor Let‘s be open to new ideas
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Tapping into the huge reservoir of rich, colourful and 
memorable sensory experiences...

“Early one morning I awoke to the pungent smell of wild garlic (known 
locally as Stinking Rogers)...”

“ Climbing up Snaefell my eyes rested on the perfectly heavenly vision...the 
seven nations around me, beneath me, above me; the emerald sea 
sparkling...the deep green hills...the purple heather and yellow gorse...”

“ The chough choughed...”

“ Divine flora and fauna...”
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The distinctive flavour, an acquired taste?

How to make a TV and press ad smell of wild garlic and sing like the 
chough?

How to infuse the distinctive personality in every communication and 
experience? And with flair and finesse?

Archibald Knox created works of art with flair and 
finesse... the same attention to quality, not quantity is 

the challenge

74

The devil is in the detail

The distinctive simple flower arrangement in the Ladies (Regency)

The B&B where a few Archibald Knox artefacts are in evidence in the 
dining-room; a generous and deliciously cooked breakfast, talking to the 
proprietor...(Birchfield Villa)

The colourful chef, fisherman and owner of Tan Rogan (salty)

The John Dog Callister guided walk through the nature Reserve
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Visitor/Tourism

Relaunch accreditation scheme: primary focus on hospitality

Product development/awards scheme established

Develop narrow targeting teams (see our proposed segmentation strategy)

Develop advertising and PR where personality attributes, as well as 
proposition, shine through

76

Capturing the imagination of a Sunday Times travel writer

A stroll through a nature reserve with John Dog Callister… listening to the 
bird’s song and spotting the first orchids…

A drink at Costain’s… after a bracing hike along the coastal hill walk and 
the west coast… as the sun sets

A fiddler playing a melancholic tune over a beer at the Bay… log fire 
burning…

A visit to the oldest church, followed by a fabulous meal and a hotel room, 
that exudes comfort and charisma

Make the experience very different and special
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Initial ideas: tourism and the future potential

Culture hunters

The sector most well provided for

“The Story of Mann” further amplified

Eisteddfod / festivals

Traditional rituals e.g. Hop tu naa / storytelling evenings in pubs / choral concerts / 
poetry in pubs all more accessible to culture hunters

More narrow targeted campaigns cf National Trust (direct marketing is already 
being used successfully by Manx National Heritage)

78

Initial ideas: tourism and the future potential

Empty nesters and DINKY

Special B&Bs / boutique hotels / lodges (unique new Manx style activity centre on 
West coast)
Evening entertainment pre-planned
Walking trails / birdwatching etc. easily available, with guides
Special insights into particular way of life, e.g. lambing season, brewery, kippers, with 
guides

Discreetly packaged - ethnotourism
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Initial ideas: tourism and the future potential

“The Romance of Travel”

Not everyone wants to travel fast and have a ghastly journey!  Some will enjoy 
the stylish experience of traveling in a way, where the art of delicious food, 
good company, great service and beautiful environments are central to the 
experience. The new Steam Packet Co. Ferry experience is the equivalent of the 
Orient Express in the water, the EuroManx journey is a touch of Manx 
magic…fresh kippers for breakfast and a delicious mug of Manx hot chocolate

80

Initial ideas: tourism and the future potential

Business visitors
Boutique hotels, bespoke and memorable
A few fabulous restaurants
Spa/health facility on promenade (Summerland location)
More airline options / more reasonable pricing

Flair and finesse in everything
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Initial ideas: tourism and the future potential

Health and beauty babes / business visitors (wives / partners)
World famous spa / health resort on Douglas promenade and also in hills

Indoor pool and spa “Seven Kingdoms Spa”, c.f. Canadian indoor / outdoor experience 
/ 360° view 

Or a world class centre for alternative therapies such as Ayurvedic treatments (a 
growing and innovative therapy from India)

Pilates world class centre

Plastic surgery world class centre

World class specialists attracted and hired from Switzerland
and elsewhere to support new spa centre (2 locations)

82

World class pilates centre
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Initial ideas: tourism and the future potential

Zen soul seekers
Premium retreat (yoga / tai chi, meditation)

84

Initial ideas: tourism and the future potential

Soft adventurists
e.g. horse trekking, sea kayaking, climbing, diving 

Premium lodges built in inspirational locations for 3 / 4 day tours / trekking cf. Spanish 
Pyrenees / New Zealand

Boot camp

Manx marathon (on TT circuit)

Manx triathlon (three legged)

Manx iron man

Five country Manx regatta

Enbar stakes
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Manufacturing

86

Manufacturing – an underrated-sector?

Manufacturing is important in the Isle of Man economy

Employs slightly more people than banking (3,300 compared to 3,200)

And can pay surprisingly well e.g. a precision engineer can earn more than a banker

But it all appears to suffer from an outmoded and unsexy image

Dirty, unexciting and surrounded with negative imagery and news such as 
redundancies and closures
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Manufacturing in the Isle of Man today

Manufacturing today is changing – must be capital intensive, high-end, 
rather than low-skill commodity, mass-market (e.g. precision engineering 
for aerospace, laser optics, industrial diamonds) 

The IOM‘s aim is to attract more small to medium companies

But it must raise the skill level of its people to meet this need as well as its 
profile

“The IOM is the Saville Row not the Marks and Spencer of 
manufacturing.”

88

It is an important part of the economic portfolio

It‘s an interdependent economy

Goods need to be transported – steam packet/airlines/haulage

Business support services are thriving – accountancy, banking, etc.

Sub-contractors, shops, retailers, etc.

“Rolls Royce wants to know the environment of all its contractors in each 
jurisdiction.”
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Manufacturing: some of the existing barriers

Low profile of the sector – not even on the map

How well is manufacturing understood in the local population?

Shortage of relevant skills?

Difficult and expensive to recruit from off-island

Not enough good quality manufacturing units available

Cost of utilities such as waste and electricity 

Poor accessibility – flights to Europe, US and the rest of the world

Perceived high cost of living – housing, etc.

90

What‘s important to manufacturers – the key messages?

Attractive taxation system – e.g. 0% corporate tax, and low personal tax 
e.g. no capital gains, 0% inheritance tax

Security – factories not getting broken into, no industrial espionage

Stable government – consistency over a sustained period, delivery

Effective public/private sector working partnership e.g. DTI support

Financial assistance – grants, training allowances, etc, but not propping up 
failing businesses
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What‘s important to manufacturers – the key messages?

Special relationship with EU protocol 3 – i.e. in EU for trade, yet have our 
own employment law – advantage over Jersey

Quality of Life – excellent health and education, easy for families, the great 
outdoors

Capital allowances 

92

Manufacturing: food for thought

Need to improve the perception of manufacturing on the Isle of Man and 
raise its profile

“… it has hidden its light under the bushel…”

In the specialist world of high value manufacturing, companies know their 
business and are highly targeted

But much can be done to improve the overall awareness and perception of 
the sector both on and off island
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Off island

The “freedom to flourish” brand can help:
Raise the profile as a place to live
Attract more companies
Attract more high calibre recruits

By making sure that all messages are expounding on the central proposition 
- this is the place which has created the right environment for businesses to 
succeed - underpinned by the key messages highlighted

94

Some food for thought

Establish an all island PR initiative - get the machine working to create 
more news about the manufacturing sector

Company profiles
Testimonials
Case studies
Highlight the advantage in the off island press - general and specific

Take a leaf out of the Treasury’s book and get to the intermediaries, e.g. 
KPMG

Establish a London Isle of Man post - shared to cut costs
Host receptions, discussions, workshops, conferences
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A London office for the Isle of Man

96

Get islanders on side

Internal campaign to get people to understand not only the importance but 
the interest of manufacturing

Liaise with schools - visits to factories and talks in schools - what’s made, its benefits, 
the technology that is employed, the connections throughout the world, as well as the 
impact on the economy

Twinning/cultural exchanges with trade partners across the world
Spearhead and sponsor school exchanges, study courses, cultural and arts festivals
Work programmes, exchanges, short term work experience
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E-business

98

E-business: fit with “freedom to flourish“ proposition

Right environment for businesses to succeed:
Low taxation system – corporate and personal

Can float on UK  stock market (AIM & main listing FTSE 100)

Business support systems (Dti grants/professional services - legal & accountancy/professional 
bodies eg IFS, Chamber of Commerce)

Public/private partnership

World class telecoms infrastructure (excellent broadband connections to rest of the world)

Business infrastructure

Advantageous time zone

Well regarded regulation, quality regulatory environment (e.g. Tier 1 regulation for E-gaming)

Customer driven – ‘helpful & flexile’

Globally respected (specifically e-gaming)

High quality of life 
Clustering 
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E-business: some of the barriers

Perceived as a high-cost location compared to our competitors, who are the best in 
the world

High cost from a labour perspective, but lower than the Channel Islands
High cost of band width, although coming down rapidly (risk of monopoly of Manx Telecom)

Travel off island  is expensive, unpredictable and no connection to Heathrow

Poor travel connections outside UK/Ireland

Dull for young, urban, IT specialists

Poor perception of e-gaming 
Enduring perception that it is difficult to deal with the regulator (Gambling Control Commission)

Electricity – no commercial tariff

10
0

The challenge of recruitment

Recruiting the right staff is often difficult
eg. Neteller tried and failed to recruit 10 MBAs on island

It is not feasible to home grow all the expensive and highly skilled talent 
required

Lets not waste the skills we have - school leavers, graduates, the experienced (technical 
& life)

Therefore need to search for more focused pragmatic and ingenious 
solutions

For example, learn from the neighbours cf. Dublin became a knowledge 
city

Potential initiatives include partnerships and twinning initiatives

Changes in the UK immigration policy – work permits for non 
EU ‘right of abode’/’domiciled’
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The IOM needs to have bigger aspirations

Too often it compares itself with the UK rather than acting as a confident, 
independent nation, benchmarking against best in class in the relevant sector

eg. 75% of school leavers on the IOM leave with an IT qualification, which is 
higher than that in the UK

IOM school leavers are in reality some of the best qualified in the world

The UK is thinking about introducing a compulsory IT qualification in the next 2 
years

The IOM could capitalise more on its current advantages
Eg. Establish IT GCSE as part of the core curriculum ahead of England

10
2

E-business: some of the issues

How to generate support for this sector amongst residents, some of whom 
have a negative perception of e-gaming (a question of the morality of 
gambling) – communicate the economic importance the sector brings and 
the discrepancy between the perception and reality of on-line gaming today

Need to maintain high-quality positioning (not to give way to offering 
lower barriers to entry)
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E-business: opportunities

The E-gaming cluster is well under way, but what is next? How to cluster a 
package of premium software providers, or online travel agencies?

Geographically these businesses are separated. Can they be wrapped up in 
PR terms? 

“IOM E-business“, “Manx E”, “E-Man”

How to re-generate the IOM brand in a high-tech way?
Need for science & research facility & clear planning strategy

A testimonial PR campaign from entrepreneurial relocators should be 
funded via a Public Private venture

A “Second Wednesday” night club for budding entrepreneurs to ‘date’
venture capitalists

10
4

Shipping
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Shipping

Recognised within the industry as 1 of the best in world in commercial shipping 
(Registry & Management)

30 of the world’s top 500 super-yachts registered in the Isle of Man

Isle of Man shipping has been flourishing 

Like financial services and film, an excellent example of the brand proposition 
“freedom to flourish“ in action - they steer a mid-way course between privacy and 
discretion on the one hand and transparency on the other

The Dti has partnered with Dohle and the International Business School to 
establish a course training Marine Superintendents from all over the world

All this has been achieved in just two years from scratch

10
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Shipping: some of the potential barriers

Poor general external perception of the IOM i.e. poor soft factors such as
Perceived high-cost of living
Poor accessibility – transport is expensive, connections are poor
Dull, not much going on

Makes it hard to recruit specialists and young talent

Additionally the Shipping industry is not well understood or appreciated 
within the Isle of Man
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Shipping: how can the brand help?

Increase profile and awareness of the Isle of Man

Help improve the ‘soft’ values
Benefits outweigh the negatives
Ease recruitment difficulties e.g. use testimonials to emphasise appeal

Provide the messages for PR companies
Targeted messages to the specific audiences, e.g. boat builders

Increase understanding between the sector and the population as a whole
The role shipping plays in the economy
e.g. IOM economies and governance on school curricula

Making a strong association of a branded IOM Shipping offer will also help 
the industry by increasing its general profile world wide

10
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Increasing the understanding of the sector within the IOM

The Shipping sector may benefit internally by clarifying its offer through a 
two-branded approach:

Isle of Man Marine Administration
i.e. Ship Registration brand belonging to the Dti

Isle of Man Shipping Management
e.g. company activity Dohle, Dorchester, Maersk etc

This will help internal relations between the industry and residents:
Understanding
Appreciation
Support
Empathy
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Film

11
0

Film is in many ways the epitome of the Isle of Man brand 
strategy “freedom to flourish“

It has created a significant revenue stream in a short space of time

It expresses the values:
Independent thinking – leading not following
Resilience – a new sector to help generate revenue from a standing start
Pragmatism – the sector had to stand on its own very quickly and did
Ingenuity – creating income without adding to the population
Commitment to constant improvement – the most aspirational value

The film sector must constantly evaluate, hone and improve its offer as 
competition continues apace
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Film: some of the perceived barriers

Relatively inaccessible

Lack of production facilities

Because the IOM is largely perceived as rural, few realise the wide opportunities or flexibility of film 
location that exist and therefore can see it as limited

Not enough decent accommodation

Negative press from the UK media (particularly The Guardian)

Lack of support from within the IOM (e.g. IOM press savaged ‘5 Children and IT’ and planning 
constraints are restricting development)

Internally the economic benefits of the success of the film industry are neither fully understood nor 
appreciated – a successful film sector is important to a successful IOM

Is the sector working closely enough with other IOM commercial sectors to maximise opportunities? 

Is enough being done to transfer a little of the ‘glamour’ of films on the IOM into the IOM brand?

11
2

Film: how can ‘glamour‘ be and transferred to other areas?

How can the IOM brand tap into the ‘A‘ list movie star aura without 
destroying the appeal to those stars of filming on the IOM?

Anonymity and the ability to be themselves

vs.

The needs of the IOM country brand
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Need to sprinkle some of the magic dust

The Isle of Man is a film island – but not enough seems to be made of this

Some wonderful film star stories
–Jean Tripplehorn learned to drive on the island
–Christina Ricci agreed to film on the IOM after she had rung a couple of friends who 
told her it was great
–Johnny Depp loves his fish and chips!

Great pictures of the stars – the 100 best still pictures are now ready to use 
by all

Need to build the image of film on the IOM – it is an exciting, film place

11
4

Using the magic of film

Use more film iconography – stills in public places e.g. the airport, Villa 
Marina, Sound café, etc

Film exhibition at the museum – showing the films that have been made, 
the stars, the locations, the importance to the economy

Publish a location guide – what was made where and a special visitor 
experience where you can trace the steps 

Create a visitor book, with comments from the film stars and crew – the 
good, the bad and the funny, in order to use in future PR, advertising etc

Free screenings of films made on the IOM for the people of the island, let 
them feel part of it
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Removing the barriers

Remove planning barriers – e.g. use Economic Development Committee to get the 
right things through

Address the hotel question – not just an issue for film but the island needs a first 
rate hotel, e.g. 4/5* luxury hotel with penthouse suites for the stars – discreet. 
Should have authentic IOM feel e.g. Archibald Knox inspired, beautiful Jo Malone 
style products, but an Isle of Man version

Open another cinema on the island – encourage private initiative

Show a wider variety of film

Make more of the Young Film Maker of the year  

11
6

Residents
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The meaning of freedom to flourish

Freedom to flourish is regarded by the cultural heritage/quality of life 
working group as the encapsulation of life at its best on the island today

In other words an individual can be fulfilled in a work sense and also in 
terms of how they choose to pursue their leisure time. An individual is 
much more than a job title and much more than the Parisian definition of 
life at its worst “Metro, boulot, dodo” (Commute, work, sleep)

11
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Making the proposition work across the board

Freedom to flourish must work in every area, it will be evaluated in the 
broader social context 

The key question is how well does the Isle of Man measure up in this 
context?

- for example, for many people Section 38 appears to be in diametric opposition

Section 38 may need to be re-evaluated in the light of the 
“freedom to flourish” proposition – as will all social policy 

and behaviour
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Raising the ‘softer’ features requires focusing on 
‘commitment to constant improvement’

This is one of the most visionary elements of the brand – it means never 
sitting still, never becoming complacent

- always asking the question how can we do better?  How do we exceed 
expectations?

- a cross island initiative to improve the ‘softer’ factors and bring the unique 
stance of the Isle of Man to the fore

12
0

Tackling the negatives is not just about eradicating them

Whilst of course it is essential to remove many negatives to help provide a 
smoother offer e.g.

- improving the availability of skilled recruits through private/public sector 
liaison on training and education

- addressing the issue of housing e.g. public sector housing, granting of land 
conditional on producers creating some affordable housing
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Emphasising the positives is another valid way of reducing 
barriers

Some barriers are almost impossible to eradicate
- e.g. the perception of poor weather will pale into insignificance when 

other positives come to the fore, particularly when balanced by indoor 
attractions/all weather attractions?

The new Isle of Man brand can help not only by indicating where initiatives 
should be introduced but by helping build upon the strengths of the island 
and communicating a positive and coherent image about the place that is 
steeped in its unique qualities

12
2

Creating a seamless, united society

How can we ensure that the community works together for mutual 
advantage?
The IOM has the advantage of being small and relatively close knit. If used 
to full advantage this will create a far stronger society on every level –
socially, economically and culturally. There is an interconnectedness – each 
and every citizen does have an impact, individual roles are crucial and do 
affect the IOM overall. The micro and macro are intertwined. Compared to 
larger nations the role I play as a civil servant, as a nurse as a teacher or as 
a business person is more easily identifiable for the impact it has on society 
in general.
The opportunities created by this ‘interconnection’ are large but are they 
being sufficiently exploited or valued at present?

How can the brand help residents as a whole to 
understand and realise the interconnection between
social, cultural and economic success of the IOM?
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The business community can forge greater links with the 
community at large

Sponsorship is a good way to get involved

- at the local level e.g. roundabouts, children’s playgrounds, parks, sporting events 

- corporate sponsorship at the TT, racing, golf competition, round island yacht 
race/dinghy race

- competitions in schools and community at large
- taking the defined personality traits of the Isle of Man to set an artistic 

competition to come up with the best photographic interpretation, the best 
essay written by a school pupil, a new play, a new painting, a new short story, 
a new poem etc

- awards and enterprise schemes 
- e.g. taxi driver of the year, waiter/ess of the year, new business of the year, 
business man/woman of the year
- sponsor tables/whole events at the community award ceremonies

12
4

The creative talent on the island could be better stimulated

Young painter of the year award

Young musician of the year award

Young photographer of the year

Young sculptor of the year

New playwright

New author

New poet

Young environmentalist of the year/environmental business of the year

This could be an example of effective private/public sector 
collaboration with funding coming both from the 

Government and private businesses
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Developing a more ‘connected’ society

We recommend that four community task forces are set up with a mixture 
of private, public & local people

These task forces will drive new initiatives and reinforce the understanding 
of community in a 21st century way and help bring the brand to life in a 
meaningful way for every aspect of society

12
6

The four task forces

“Freedom to flourish”

Every Man
(Social Responsibility)

Green Man
(Environment)

Manx Extra
(Wealth Creation)

Manx Answerer
(Personal Development)
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Some potential initiatives for the community task forces

Introduce a number of national competitions/awards to promote talent in 
the Arts – best playwright, Manx language performer, musician (Manx and 
other), new designer, painter etc

The Go Green scheme  - awards for most inventive new 
recycling/environmentally friendly waste disposal initiative e.g. ‘combating 
the indestructible plastic bag’ – is there a business using these creatively etc

12
8

Some potential initiatives for the community task forces

Work with IOM Newspapers to extend the Local heroes campaign –
rewarding those in everyday lives/jobs who have shown most 
commitment/initiative

Initiative grants for school leavers – to fund study/new business in any 
sphere from finance to flute playing – where young people want to follow 
their heart and realise their dreams.

Essay writing competition for senior school pupils – “I am free to flourish in 
the IOM because….”

Resident wide photography competition – subject is “Free to flourish in the 
IOM”
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Some potential initiatives for the community task forces

Make a 5 minute movie about the Isle of Man as the film for residents and 
others

Take the suggested idea of editing films shot on the Isle of Man to make the 
movie - Pinewood studios have done the equivalent

Launch the brand (and the movie) at Tynwald day and also from space! 

13
0

Summary

The brand strategy and its meaning for different relevant parties
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1

Residents

Reflect the nature but 
need to take on board 
the aspirational values

Important for further 
developing National 
Identity

Important – able to 
flourish in work and 
leisure – fully rounded

ValuesPersonalityProposition

13
2

Producers

Commitment to 
constant improvement –
is probably the most 
important value to 
realise here.  But all are 
important to get the 
sector performing better

The emphasis for 
products – provenance, 
authenticity, the ‘Spirit 
of Man’.  Sensory icons 
important

Important to business 
operators and 
entrepreneurs

ValuesPersonalityProposition
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3

Tourism

Commitment to 
constant improvement, 
ingenuity = visionary 
values to inspire this 
sector

The emphasis for 
visitors – fairy stories, 
Celtic myths, natural 
scenery etc.  Sensory 
icons are important.  
Portraying the unique 
nature of the nation

Important to operators 
and entrepreneurs.  
Need to inculcate a 
greater spirit of 
enterprise stemming 
from self-belief

ValuesPersonalityProposition

13
4

Financial Services

The sector expresses 
the values BUT must 
retain them, i.e. 
commitment to constant 
improvement is vital for 
future success, as is 
ingenuity

Important on a 
secondary level, i.e. for 
improving image, 
awareness and 
desirability of the Isle 
of Man.  Needs to work 
with other sectors to 
improve the overall 
offer of the Isle of Man

An epitome of the 
proposition

ValuesPersonalityProposition
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5

Shipping

Reflects some of the 
values of the segment.  
Shipping has lived by 
these values and they 
will help drive future 
direction

Less important to 
operators/businesses 
except where they want 
to recruit and also to 
raise awareness

Living example in 
terms of how the sector 
has grown and taken off 
– it has flourished, and 
fast

ValuesPersonalityProposition

13
6

Manufacturing

Important stance for 
added value C21st 
manufacturing

Relevance is secondary 
– primarily in 
awareness, recruitment 
and retention of staff

Positive message to 
existing businesses and 
for attracting new ones.  
Helps highlight some 
areas for improvement, 
e.g. more premises –
planning regulation, 
need for specialist skills

ValuesPersonalityProposition
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7

E-business

Underpins the needs 
and values of the sector

Secondary, e.g. quality 
of life for 
recruitment/staff 
retention

Relatively new sector 
but good example –
good growth.  Is what 
the entrepreneurs in this 
sector are interested in.  
Highlights areas for 
improvement

ValuesPersonalityProposition

13
8

Film

Ingenuity, pragmatism 
are clear

Commitment to 
constant improvement 
both for the industry 
itself but also 
surrounding ones

Underpins the attraction 
of the Isle of Man – not 
a false place – although 
that brings its own 
issues

Helps give it appeal to 
those working in the 
industry – want to visit

Great example of the 
proposition – but much 
could be done to help 
the film business 
flourish more fully, e.g. 
in 
soft/service/supporting 
industry sectors

ValuesPersonalityProposition
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The Government

As representatives of 
the people and the Isle 
of Man as a whole –
expounding the values 
is crucial

Developing the culture 
and identity of the Isle 
of Man is important –
retaining and 
developing its points of 
difference

Are the right 
foundations in place?  
Highlights areas e.g. 
Section 38 which are at 
odds.  All areas of 
social life need to be 
reviewed against the 
proposition.  It is 
crucial

ValuesPersonalityProposition

14
0

Delivering the brand promise



 

 
Appendix 6:  Update on ‘Creating the Can-Do Economy’, March 2006 
 
Produced by:  Chris Corlett, CEO, DTI 
 
Issued to:  Manx National Economic Development Committee, 16/03/06 
 
6.1 Background 
 

During 2004, a think-tank of leaders drawn from both public and private sectors analysed the future 
prospects for the key wealth-creating sectors of the Manx economy.  This became known as 
Economy 2014 Project, which proved to be the most comprehensive economic forecasting exercise 
ever undertaken on IOM, involving many key businesses and industry associations.  This project 
produced a report entitled ‘Creating the Can-Do Economy’ in April 2005 and culminated in a one-day 
workshop of 200 of IOM’s leaders drawn from Tynwald, Government and business.  In turn, this has 
helped to engender closer public/private co-operation to sustain IOM’s economic success around a 
number of clear actions.   

 
The ‘Can-Do Economy’ report grouped actions under 4 key headings: 

A. Increase marketing efforts off-Island, co-ordinated between public and private sectors, 
to boost sales and awareness/image of IOM  

B. Develop a winning fiscal, legislative and regulatory framework that gives Manx 
products and services a competitive advantage 

C. Maximise the value of Manx labour market by joint public/private funding of vocational 
training, maximising workforce participation and attracting skilled labour we lack  

D. Deliver a high-quality living and working environment that raises the quality of life 
for residents, stimulates inward investment and attracts quality visitors. 

 
This paper highlights the progress made by both Government and the private sector working 
together in each of these 4 areas.  Additionally, there are now more effective public/private liaison 
groups in place: 

• Financial services:  IOM Finance Steering Group has been strengthened to include all key 
financial services bodies and is chaired by the Treasury Minister personally 

• E-Business:  Treasury and DTI meet regularly with the Chamber IT Committee 

• Manufacturing:  DTI meet regularly with the Chamber Manufacturing Committee 

• Shipping:  DTI meet regularly with the Shipping Association and conduct joint off-IOM 
marketing trips 

 
 
6.2 Progress v. Actions 
 

A. Increase marketing efforts off-Island 

• Branding:  Tynwald voted for £500,000 to be spent developing the IOM’s brand 
proposition to support IOM’s social cohesion and identity as well as its economic growth.  
This project has been a joint public/private undertaking involving community as well as 
business groups.  It is due to report to May Tynwald 

• Marketing funding:  Government has provided an extra £2m in last 2 years to promote 
IOM and win business 
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• Promotion of Manx interests:  key Ministers and officials have spent more time in last 

year or so promoting IOM in London, Brussels, Washington DC, Dubai, the Far East and 
other centres 

• London office:  Government has funded the opening of a prestigious office available for 
the use of Manx businesses 

• E-Gaming:  Government has employed a Business Development Manager (Bill Mummery) 
who has co-ordinated marketing efforts jointly with the private sector.  This has been a 
success, with IOM now enjoying a much better reputation within the sector worldwide.  
New investment in this sector over the last 2 years has created approximately 120 jobs, 
with more to follow. 

 
 

B.   Develop a winning fiscal, legislative and regulatory framework 

• 0% corporate tax:  this has been successfully launched in this year’s Budget, attracting 
very favourable international press.  This is expected to attract inward investment 

• Income tax cap of £100,000:  as above.  This is also expected to attract inward 
investment by attracting successful entrepreneurs 

• Company law:  this has been a good example of pubic/private co-operation, with 
Treasury and AG’s Chambers working closely with private advocates and relevant 
business groups 

• E-Gaming legislation:  this has been made a priority in the current legislative timetable.  
The planned changes have been well received by the private sector to date 

 
 

C.   Maximise the value of Manx labour market 

• Vocational training:  Government has rationalised roles with respect to vocational 
training:  DTI is working with the key business sectors to identify need and provide 
financial assistance where there is an economic case, while DoE will deliver training.  The 
resulting efficiency savings will be used to deliver more training.  Government and the 
private sector are setting up a number of Sector Skills Groups, which will give the private 
sector more opportunity to flag future training needs and to have a say in how vocational 
training is delivered 

• Work permits:  Government is working on changes to current legislation and regulation to 
ensure the system is meeting the needs of our economy and society 

• Promotion:  Government and private sector co-funded a newspaper supplement entitled 
‘Opportunities in the IOM’ launched Xmas 2005 aimed at attracting skilled workers to help 
fill key gaps.  Feedback through IOM Newspapers indicates it has been very successful 

 
 

D.   Deliver a high-quality living and working environment 

• Cost of travel on/off IOM:  Government has reduced airport passenger duties and 
provided financial support to IOM Steam Packet to help stimulate sustainably lower fares 
(a key issue for residents, businesses and visitors) 

• Douglas re-generation:  Government has spent significant sums modernising Douglas 
quayside with a view to create an attractive ‘leisure hub’ around a successful yacht 
marina.  Government has provided the Douglas bus station site to secure a new quality 
hotel and leisure amenities to act as a catalyst for private sector investment in Douglas 
Quayside.  Additionally, Government is working with Douglas Development Partnership to 
examine options for the improvement of Strand Street, the Island’s principal retail centre. 
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6.3 Summary 
 

The above actions are not exhaustive, but rather they are illustrative that significant progress has 
been made in building more effective public/private co-operation on a sustainable basis.  
Government is happy to discuss how relationships can be strengthened and the Island’s economic 
and social success achieved. 
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Appendix 7:  Index of Deliverables 
 
The following table is intended to show all of the documents produced as a result of this Project and how 
they relate to the deliverables specified in the Phase 1 report brought before Tynwald in June 2004. 
 

Index of Documents 
 
Cross Reference to Phase 
2 Deliverables (Section 6) 

Research 1 

Qualitative 1 (HPI)  
Qualitative 2 (HPI)  

Quantitative (HPI)  

Summary  
Immersion findings (Acanchi) 1 

Senior Managers Conference (Acanchi) 1, 5, 8 

Chamber of Commerce Conference (Acanchi) 1, 5, 8 

Departments Presentation (Project Manager) 1, 5, 8 
Recommendations (Acanchi, HPI, SC) 2, 6 

Quotes 3, 5 

SC  
Private sector  

Government (Depts/ Ministers etc)  

Sector Packs 1, 8 
Sector group results (NTS) 8 

Brand Book 7 

Brand values 7 

Visual Identity 7 
Written concepts 3, 4, 6 

Freedom to Flourish  

10 supporting messages  
Launch Plan 6, 9 

General ideas  

Press cuttings  
Phase 1 Report  

Economy 2014 “Can do economy” Report 2, 3, 5 

Economy 2014 “Can do economy” Appendix 2, 3, 5 
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